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Above is center piece of Wiss Window Display No. 50 


Wiss Shears 


“The Easiest Line To Sell” 


The uniform high quality of Wiss shears 
has been known for over 75 years. 








Our national advertising —reaching over 
23 million persons—is seen by hundreds of 
purchasers in every locality. 


Dealers find that Wiss shears and scissors Cloth 
sell more readily, and at a greater profit, Cutting 
than any other brand. i 


— J.WISS & SONS CO. 


ESTABLISHED 1848 NEWARK, 
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Curistmas ... New Year's... what fes- salad forks, oyster forks, ice cream forks, 
tival they bring, with their merry gather- coffee spoons; or serving pieces, like the 
ings of relatives and friends and their series dessert server or the berry spoon. Or, 
of fine dinners. But how often the holi- perhaps your home requires a complete 
days tax the ingenuity of the hostess and new silver service of harmonious design. 
the ampleness of her table appointments. You can provide it reasonably in **1847 
How often, indeed, they point to serious Rogers Bros.’’—vegetable dishes, tea set, 
lacks in silverware that are overlooked at candlesticks and even goblets to match 
other times of the year! the knives, forks and spoons. 

Could there be better promptings than You cannot find a better way to say 
Christmas and New Year's for making the ‘‘Merry Christmas’’ than to give this fin- 
In some families it est silverplate. Fastidious hostesses have 
used and loved 1847 Rogers Bros. Silver- 
plate for many generations. Its durabil- 


silverware complete? 
is a happy custom to give ‘1847 Rogers 
Bros.’’—the various members combining 


logically on pattern and pieces needed. ity and beauty are unquestioned. You Tue Uriity Tray, both silver rack and serving 
In many more families there is real need will find a generous holiday array at the tray, 15 @ convenient way to purchase 1847 Rogers 
ibn, Bros. Silverplate. It contains the *‘silverware 

for the important secondary pieces— _ leading silverware stores. essentials" —6 dinner knives, 6 dinner forks, 
6 table spoons, 6 tea spoons, 1 butter knife and 1 


sugar shell. Price with hollow handle knives, 
$32.10—wisth solid handle knives, $26.10. 


I & / RO ( } ; . BRO’ 1 Etiquette, Entertaining and Good Sense, a booklet 
full of suggestions for successful « rtain- 


ing, is free. Write for booklet W.A 


S I ® V E R Pp &® A T E INTERNATIONAL SitveR Company, Dept. E, 


Meriden, Conn. 





Saresrooms: New York, Cuicaco, San Francisco. Canapa: INTERNATIONAL Sitver Company or Canapa, Limitep, HamiLTon, ONTARIO 


Note that the Utility Tray—spotlighted in our Demonstration Event campaign, Oct. 31 to Nov. 21—is also featured in the 
above advertisement in colors on the third cover of Saturday Evening Post, Nov. 14: also in colors on the back cover of 


Nov. Ladies’ Home Journal; and in Nov. Photoplay. 
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There are two tools of particular 
merit that should be in every car- 
_penter’s tool chest — V. & B. 
Vanadium Hammers and V. & B. 
Unbreakable Planes! 


V. & B. Vanadium Hammers are 
made from V. & B. formula 
vanadium steel and handled with 
the finest hickory. They are 
octagon necked and round faced, 
with a firm gripping, special non- 
slip claw. 


V.& B. Unbreakable Planes won’t 
snap when dropped. ‘They are 
drop forged—not cast—from a 
solid bar of V. & B. Supersteel, fur- 
nished with all vanadium steel 
blades, which can be sharpened 
all the way to the slot. 


Here are two tools that every car- 
penter wants. They are profit 
makers in the quality class. 


VAUGHAN & BUSHNELL 
uHAea mS Of Ftirre ‘Foot: wes 
2114 Carroll Ave. ~™ Chicago, Ill. U.S.A. gar” 


AY Se? 
ie 
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Consumer acceptance 


“WE HAVE sold your products for some’ them preferred by all who have had any 
time,” says W. J. Wohler, Wohler Hard- experierice at all with dry batteries. These 
ware Company, Minneapolis, Minn., things make them immediate sellers, with- 
‘‘and consequently can say that there isno out question from the buyer or explana- 
sales resistance in selling goods manufac- tion from you. How is your stock of 
tured by the National Carbon Co., Inc.” Eveready Columbias? 


Eveready Columbia Dry Batteries are Manufactured and guaranteed by 
known everywhere; national advertising NATIONAL CARBON COMPANY, Inc. 


—_— heen -~» New York San Francisco 
keeps them forever before the public; Atlanta Chicago Dallas KansasCity Pittsburgh 


their own matchless performance makes Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they last longer 
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SILVER 
STEEL 


A Lifetime Saw 
ATKINS No. 53 


Here is a saw that appeals to high class 
mechanics for general carpentry work. 
It is the most popular saw on the 
market today. The blade is genuine 
SILVER STEEL, taper’ ground. 
Atkins exclusive damaskeen finish. 
Skew back, regular or ship pat- 
tern. Improved Perfection 
handle of applewood, em- 
bossed, highly _ polished. 
Fastened to blade with three 
nickeled screws and medal- 
lion. 

Retails for $3.45 each 
26” length to the con- 
sumer east of the 
Rockies; slightly 
higher price west. 


Ask for dealers’ 


prices. 





Other Popular Patterns 
This is our best Saw. The Four Hundred 


Preferred by expert carpenters. Furnished in 
regular pattern, skew back; ship pattern, skew 
back; regular pat- 
tern, straight back; 

ship pattern, straight — + 
back. Fitted with ; gga aaa 
Improved Perfection AGES ce, 408 
Handle which pre- ‘or, hgh grade, carenters who 
vents wrist strain. skill can produce. 




























Another popular saw; a companion 


to No. 53 Straight back, regular a ' 


or ship pattern. Silver Steel blade, 
fitted with Improved Perfection Atkins No. 65 





Handle. A popular saw for those who want 
a Straight Back Saw. 


The No. 51. Made of Silver Steel, regular or 
ship pattern. Applewood handle of the old ae 
style block pattern, polished and embosseed. 








Atkins No. 51 


Preferred by carpenters who de- 


Order a Stock from Your Nearest Source of Supply sire the Old Style Hanile. 
E.C. ATKINS & COMPANY E 
ESTABLISHED 1857 gta The Silver Steel Saw People ce 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 

Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 

Atlanta Minneapolis Portland 

Chicago New Orleans San Francisco 

Memphis New York Seattle 

Paris, France Vancouver, B. C. 
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Keep Them Comin? 
to YOU 


for Fine Files! 


‘THE file requirements of 

jewelry workers, watch 
makers, tool makers and 
die sinkers are tremendous, 
varied and exacting. 


X. F. Swiss Pattern Files 
will brin3 this business to 
your store. 


There’s a universal demand 
among, craftsmen and artisans for 
this excellent brand of machine- 
made precision files. Of highest 
quality---and 100% UNIFORMITY. 
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NICHOLSON FILE CO. 
Providence, R.1!., U.S.A. 
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You ll MaKe Money 
Selling These To 
Bricklayers / 


HE “Velchek” Bricklayers’ Hammer is 

made of the finest tool steel, drop forged. 
Its five points of superiority over the ordi- 
nary hammer are so evident to a bricklayer 
that he greatly prefers a “Velchek” Ham- 
mer. A bricklayer knows what it means 
when you tell him that the spalling edges 
of the hammer face are sharpened; he knows 
what proper balance and wrist radius mean; 
he will appreciate the fact that the handle 
of the hammer can be drifted out without 


— REASONS 


Keep these hammers where brick- WHY 3 R j C KL A YE RS 
layers can see them. Other retailers PREFER “VEL CHEK” 


are making good money from what is 


practically a new line. Write us for Chisel end thin and sharp. 

information and selling literature. i Four sharp spalling edges on 
specially toughened face — all 
ready for use. 

















o Special wooden wedge. Handle 

can be drifted out without 
injury. 

3 Proper wrist radius; prevents 
straining the hand. 


4 Handle of second-growth 
hickory. It fits the grip. 


5 Balanced right. Will not 
wobble in the hand. 


Balance: 






THE VLCHEK TOOL COMPANY 


3000 East 87th St., Cleveland,Ohio 


FASY TO SAY VELCHEK 


VLCHEK TOOLS 


MADE BY THE WORLDS LARGEST PRODUCERS OF TOOL KITS 
































is TO PEC eee TTT 
TTTITIIITITIITITT ’ 
re SSGSSECSsssssteteseasssssterssssrengeseesseussesssGasssSSssssesssesaetterareeeeeeSeeeeeseSeeTSTeSeeeeeeeeeeSesceSTSseseseSeeeeceeeeeeeeeeeeeeeteeeeees: 
> as bleh ttt ttt ttt tt tt ti titiii tii iit iti titi ti titer eee 
— Ty aun 
. Fe es 
yt | T > 4-4 
+ an aoa 
on a an a 
a + o ' oh e 
> i'e@ ) —_——s 
je) an ~ & sees 
> ain Gm ak 
2 HE v2) - 2 sane 
pad om > . ssae 
. te >< 4 
rs) * fx) cw | a> a aan. 
oun | on am tee oe 
By } =See 
© an ain aan oe 
SC = an on 
+44 
aman 
+4 9. 
= on an an 
> 
$+ 
re pe 


1ves. 
Wickwire Premier 
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14 Mesh, No. 33 gauge 


GRAY 


White Metal Finish 
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ting enameled with transparent var- 
“Life Insurance” is built right into it. 
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Cortland Black Enameled 


Your jobber will supply you. 


Back of every lasting success there 
service i 


logical reason. 
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Gray-Wick carries an extra heavy electro 
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Our Other Brands of Screen Cloth 


Gray-Wick Screen Wire Cloth is found in the 


Zinc Coa 


product is done under our own supervision. 
nish. 


HARDWARE AGE 
Every WICKWIRE BROTHERS Product is backed 


Gray-Wick has a pleasing Gray color. 
by fifty years of experience. 


rolled it lies smooth and flat and not wavy. Th 
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great advantage to customers in applying it to screen 


frames. 
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Machine Screws 
Stove Bolts 
Tire Bolts 


ax 
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a PROVIDENCE , RI. 
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Customers are quick to grasp and appreciate the remarkable advantages of U. S. Poul- 
try Fence once these are called to their attention. These outstanding sales fea- 
tures will aid you in selling U. S. Poultry Fence with the minimum of effort. 


Superiorities of U. S. 
Simplify Selling 


It’s All in U. S. Poultry Fence is built like a Farm Fence. Line 
the W. wires run parallel the full length of the roll. The in- 
——— tertwisted, reinforced joints lock the line wires so firmly 


together that they cannot slip or spread. This superior 
construction is found only in U. S. Poultry Feénce. 





-~ U.S. Poultry Fence requires no top rail, no baseboard. 
ae _ “yn d It stretches like Farm Fence, without buckling, bagging 
ing” sagging. The tighter you stretch it the better it 


looks and the better it stays. 


Rolls Out U. S. Poultry Fence rolls out flat like carpet. It cuts 
Flat on Fl without waste. The neat, compact rolls occupy one- 
oa iin space than old style netting. 


With all its superiorities, U. S. Poultry Fence costs no 





osts Less 
( Put 9" more. Really it costs less “put up” for it requires no 
p wood frame and fewer posts to erect it. 
A Fence to The neat, symmetrical appearance of U. S. Poultry 


Fence appeals instantly to all buyers. It is easy for a 
be Proud of customer to picture just how well a fence made of U. S. 
will look upon his own place and when he weighs all 
of these features, there can be no doubt in his mind 
which fence he will buy. 


There are few items in your store which will sell as readily, 
as profitably and as satisfactorily as U. S. Poultry Fence. 





Indiana Steel & Wire Company 


Muncie, - - Indiana 
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There are more than two million cream- 
wasting separators in use in this country. 
The quickest way to displace them is to 
Show their owners what they are losing. 
And the easiest way to make such a dem- 
onstration is to run the skimmilk from 
their old machine through a new De Laval. 
If any butter-fat is being wasted, the new 
De Laval will surely get it. Then have 
the cream thus recovered, weighed and 
tested—and you can show exactly what 
a new De Laval will save in actual dollars 
and cents. 


This method is being applied with re- 
markable success by thousands of De 
Laval Agents. It is the way for making 
many quick and easy sales—and the new 
De Laval is the one separator for the 
purpose. It is guaranteed to skim cleaner 
than any other. It has the wonderful new 
“floating bowl,” the greatest separator 
improvement in 25 years. The new De 
Laval has many other improvements and 
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refinements, and is in every respect the 
world’s best cream separator. 


De Laval Wants Live-Wire Agents 


We are looking for agents who will 
“skim the skimmilk” from the old separa- 
tors in their community. Re-separating 
the skimmilk from these old separators 
will produce a world of easy sales. You 
can have the De Laval Agency and your 
share of this business by convincing us 
that you are capable of getting it. Agency 
applications are always welcomed from 
aggressive dealers who want to sell the 
right goods in the right way. 

The De Laval Milker, of which there 
are more than 35,000 in use, is also meet- 
ing with remarkable success and offers 
great sales possibilities. 


The De Laval Separator Co. 


New York Chicago San Francisco 
165 Broadway 600 Jackson Blvd. 61 Beale St. 
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BAIDGER TIRES 


More and more are [ire 
Dealers in all sections of 
the country coming to 
understand the advan- 
tage of selling tires of 
standard quality and 
recognized reputation. 


More and more are they 
convinced that in stand- 


ard quality and recog- 
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He their only chance of 
= building up a perma- 
4 nent and profitable tire +H 
business. 46 
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: BADGERTIRES — 
' mo Ke 
. ofter this possibility to Ke 
- any live tire dealer. For e 
ax staunch construction, + 
-s standard quality, and 46 
ay long service, there is 
. nothing better. A small 46 
ay trial order will prove in 
-* this 4 
a} ° Vy 
Ke 
-* Ask your nearest Job- = 
. ber for full information, 46 
ay prices, etc. ne 
oe Ke 
Xo 
* THE BADGER RUBBER WORKS & 
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HARDWARE COMPANY 








NAIL " 
PULLER 


INDISPENSABLE 
RELIABLE 
RUGGED 





BE FORTIFIED 
THIS YEAR IS THE YEAR 


HARDWARE COMPANY 


Torrington, Conn., U.S. A. 
New York Office 151 Chambers Street 





ESTABLISHED 1854 INCORPORATED 1864 


FOR 71 YEARS MANUFACTURERS OF ICE SKATES 
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It Is a Great Plan 


“During the time we have been operating this 
plan we have received sixteen jobs which we con- 
sider very good and we have had a number that 
have not replied to figures submitted. We feel that 
itis a great plan, one that is going to bring the 


er to the mutual 


HARDWARE AGE 


Greatest Paint Booster 


“We figure the method of advertising creates the 
demand and gets them in the store, and we try to 
do the rest. We feel without this plan, our sales 
would be a great deal less during the year. We 
think it one of the greatest boosters for the paint 
game that has ever been adopted and hope that 
it will be continued.” Morgan Hardware Com- 


October 22, 1925 


Helped Us Land Six Jobs 


“We do not believe a plan could be devised that 
would be more beneficial to the property owner. 
We are thoroughly sold on the plan itself because 
it has helped us land six jobs that probably we 
might not have landed. You may count on us 
putting it over in our territory.” Farmers Hard- 


ainter and dealer closer tog 
odie of both.” Hubbell & Wade Co., Bridge- 


ware Company, Soperton, Ga. 

















port, Conn. pany, Rockmart, Ga. 
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Plan Is Sound 


“We have had several inquiries in regard to the 
Devoe Home Improvement Plan and it is our 
opinion that the plan is sound and in the future 
will be the wel of more painting and better 
homes . . . people are buying automobiles, furni- 
ture, radios, etc. under these plans, why should 
they not buy paint? We believe they will.” 
Dr. H. C. Porter & Son, Towanda, Pa. 


Money Not Tied Up 


“We suppose that conditions in different localities 
have much to do with one’s view of the partial 
payment plan but in our case we find that many 
of our customers are so situated financially that 
without credit they are unable to undertake the 
painting of their: premises. In the past we have 
found it necessary to extend them two to four 
months on their paint bills, letting them find the 
money to pay the painter the best way they could. 
Now with the partial payment plan we can take 
care of the whole job without tying up so much 
of our needed capital.” Brunswick Hardware Co., 
Brunswick, Ga. . 


coming to you for the financing of jobs which 
they otherwise would not get, and enables you to 
sell them lead and zinc, instead of lead and oil, 
in which there is no profit.” H. A. Tongren, 
Chicago, IIl. 


Sales Almost Doubled 


“Regarding the Devoe Home Improvement Plan, 
we are using our space in the local newspaper 
pushing this plan. Our sales up to June 1st have 
almost doubled any previous year up to this same 
time. We heartily approve this plan and hope to 
make this the banner year in our paint sales de- 
partment.” Thorndale Independent Lumber Co., 
Thorndale, Texas. 


Increases Sales 


“My experience with your Home Improvement 
Plan has been very satisfactory. It not only in- 
creases the sale of your paints but it gives a quick 
turnover. It also appears to be a very sensible 
proposition for the owner, as the extra expense is 
small compared with the advantage of having the 
house painted when needed, which in a great 
many cases, would not be done if it was not for 
your Home Improvement Plan.” S. S. Porter, 
Inc., Melrose, Mass. 


Enabled Us to Sell More Paint 


“We are very much in favor of this plan as it has 
enabled us to sell more paint and eliminated our 
granting contractors the usual 10% discount as 
well as carrying a lot of paint on our books.” 
Meiers-Barrett & Co., Olean, N. Y. 


Very Enthusiastic about the Plan 


“Business is good with us, thank you, and we 
should add here that we feel it is better with us 
than with our competitors here in Indianapolis 
because we are working to the limit the idea of 
paint today, pay in ten months. Our competitors 
are doing something en time payment painting 
but their plan apparently cannot be as easily sold 
as ours. . . We are very enthusiastic about the 
possibilities of the Home Improvement Plan as 
as you can well imagine from what we have out- 
lined above. We believe it is the greatest thing 
that has been done toward putting the dealer in a 
commanding position on house painting work and 
we feel that any dealer who is overlooking the 
possibilities of the Devoe Home Improvement 
Plan is doing his profit account a gross injustice.” 


Allied Coal & Material Co., Indianapolis, Ind. 


October 22, 1925 HARDWARE 


| wonder what color 


to use! 
Which is the right 


aint ? 
How todo the work? ; 



































She may be a good cook, but— 


Does the average woman know 
much about the right paint to 
use? 

Does she understand why the 
same kind of paint, even good 
paint, isn’t right for all kinds of 
work? 


Does she know what to do to a 
surface first in order to get a 
good job? 
Does she know of one sure 
place to go for dependable in- 
formation ? 


The Paint Headquarters 
idea, built around the 
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Come tous for 
help onall your 
“ paintin 
wa problems. 


























Biscuits and Paint 


THE SHERWIN-WILLIAMS CO. 


402 Canal Rd. 
































Household Painting Guide, 
is a success because it fills a 
real need. Everything cen- 
ters in the retail store— 
everything works for mak- 
ing the store the center of 
paint interest in the com- 
munity. New customers 
come. Old customers stick. 
More business is done with 
less trouble and on less 
capital. 


Cleveland, Ohio 





WILLIAMS 


VARNISHES 





Send 
complete information on the 
plan that has now come to 
be recognized as the great 
step in retail paint selling. 


us this coupon for 








SHERWIN-WILLIAMS COMPANY 
402 Canal Road, Cleveland, Ohio 


Please send, entirely without obligation, complete informa- 
tion about the Paint Headquarters and Household Painting 
Guide retail selling plan. 
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Cashing in 
on Human Nature 


All is vanity—even in Paint Stores. 


Show an amateur painter how to turn 
out a professional looking job. You'll be 
the most popular dealer in town. You'll 
make the most money. 


You can do it, too. No mystery—no white 
magic. Sell Da-cote. That’s all. 


Da-cote gives confidence to amateurs 
:, supplies the skill they lack. No 
laps. No brush marks. Imperfections dis- 
appear. A Da-cote Fan will tackle any- 
thing. Da-cote may begin in the attic but 
it won't stay there. 


Three million motorists renewed their 
cars with Da-cote. Three million families 
are improving everything about their homes 
with Da-cote Enamel and Da-cote Univer- 
nish Stains. 


Put in a Da-cote window. Establish 
yourself as Da-cote Headquarters. Get the 
benefit of our advertising—bigger, better, 
stronger than ever. And remember —a 
Da-cote customer is the paint store’s best 
prospect. 





We have some information that will be 
of service to you. It is yours for the asking. 


Murphy Varnish Company 
San Francisco, Calif. 


Newark, N. J. 


Chicago, IIl. Montreal, Canada 


Da-cote 


A Murphy Finish—it dries in a day 


In every can of Da-cote Enamel are three 
things — fine Murphy Varnish, opaque color 
and painting skill. Any one can brush on 
Da-cote with wonderfully satisfactory results. 
It flows slightly after it goes on. Imperfec- 
tions of amateur painting disappear. Then it 
dries quickly—in a day. That is why it is 
called Da-cote. One coat is all your car needs. 
You can have any color you like. More than 
three million cars have been Da-coted. Its 
durable, brilliant finish is perfect for tractors, 
implements and everything exposed to the 
weather. 

Da-cote Varnish Stain (Univernish) is a 
splendid quality of transparent Murphy Var- 
nish in the colors of usual woods—oak, ma- 
hogany or walnut—also in green. 

Renew the youth of floors, stairs, furniture, 
linoleum, front doors. The whole house will 
smile again. 
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Valspar Profits for you and your Customers! 


This is how Lawrence Case, real estate 
man of Norfolk, Virginia, made a clear 
profit of $94.75—entirely from Valspar- 
Enamel: 


When he tried to trade in his two-year- 
old Ford Sedan, its finish was so shabby 
that his dealer offered only $275 allow- 
ance. 


But Mr. Case got an inspiration from a 
Valspar-Enamel magazine advertisement. 
Using Valspar-Enamel in deep blue, black, 
and ivory, he refinished his car completely 
—in four hours. And so attractive was 
the result that the dealer who had pre- 
viously offered $275 now gave $375 for 


the same car with its new coat of Valspar! 


An easy profit to figure: increase of 
$100 in value of car—expense of $5.25 for 
Valspar-Enamel and brushes—net profit, 


$94.75. . 


Doesn’t this suggest itself to you as a 
valuable sales idea? Think of the number 
of people who have shabby cars—which 
a coat of Valspar-Enamel will make gleam- 
ing and new! Show your customers how 
they can make the re-sale price of their 
cars jump up. 

It’s just another way of making new 
friends for Valspar—the lustrous, water- 
proof, weatherproof varnish. 
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VALENTINE & COMPANY 


Largest Manufacturers of High-Grade Varnishes in the World 
ESTABLISHED 1832 

New York Chicago Boston Toronto 

London Paris 


W. P. FULLER & Co., Pacific Coast 


Amsterdam 














Vitralite 
The Long: ijé 
Gnamel 


i tralite whitest and most durable beacon 
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Pore 





Painted by Edgar F. Wittmack. Copyright 1925, PSL 


for night fliers at lyIe Cook C Field 


For over two years, U. S. Army avi- 
ators from all parts of the United States, 
seeking McCook Field at Dayton, O., 
winged their way in the dark of night, 
to this great, white, glowing beacon of 
welcome, visible for twenty miles. 

And these aviators inquired what 
made this beacon the whitest and bright- 
est they had ever seen. 

The answer was Vitralite, the Long- 
Life Enamel, famed for the most chaste 
and refined architectural decorative 
work, and yet so durable that it stood 
on this water tank, exposed one hun- 
dred and thirty-five feet in the air, to 
the ravages of Summer’s heat, sun and 
rain, and Winter’s cold, snow and sleet, 


Send for Free Sample Panel showing the porcelain-like Vitralite finish, 
Color Card and names of local dealers 


for over two years. 


The Vitralite is still 
in good condition and has never been 
refinished. 

Did any enamel e 
harder test? ‘That is 
be guaranteed for thr 
used inside or outsid 
the visibility of this 
Vitralite was whiter 
illumination than sim 

This is the same 
that you can have y 
your architect speci 
If you have a chair aq 
the house to refini 
hardware dealers 1 


supply you. 

















Pratr & Lampert-Inc., 114 Tonawanda Street, Buffalo, N. Y. 
In Canada: 20 Courtwright St., Bridgeburg, Ontario 


PRATT & LAMBERT VARNISH PRODUCTS 














1 VEGETABLE OILS 
THAT 
0 TURPENTINE 


MAKE 
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MARTINS VARNISH 
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There is no adulteration in Martin’s 100% Pure Varnish. It 
is composed 100% of Pure—Old-Fashioned—Logical Var- WARTINVARNISH(O 
nish materials; put together in the most modern and effi- 


ciently equipped varnish plantin thiscountry. Theresults Pygygempe og 1007, Purs VARNISHES 


to you mean satisfied and permanent customers, increased 
demand and increased profit. CHICAGO 
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Individuality in pain 


PAN 


W rite forourdemonstration case and 














ONE GALLON U.S. MEASURE 


ODTSWWE WHITE 





goes farther-lasts longer 
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t merchandising is to offer 


your trade something distinctly different in qual- 
ity and consumer satisfaction. 

Monarch 100% Pure Paint is the guiding stand- 
ard by which all paints can be prepared. 


judge for yourself. No obligation. 
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HEN a song by the name of 

“Down Went McGinty” was in 
flower, we were busy making Hard Oil 
Finish. 
About the time “Annie Rooney” got 
under way we had changed the name 
to Luxeberry Wood Finish. We made 
this change because the name Hard Oil 
was adopted by Tom, Dick and Harry, 
and we wanted a name of our own. 


So ever since Little Annie Rooney ap- 


peared we have called it Luxeberry 
Wood Finish. 
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FERRY BROTHER “ 


B Varnishes Enamels Stains 


Detroit, Mich. Walkerville, Ont. 
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Profi LS. a Plenty 


with A 
Hilo Ra ¢k Assortment 
“Items that I’d never pushed, sold 


themselves. I can see profits a’plenty 


with this display”’. 



































HATS what one progressive hard- 

ware merchant said about his 60-day 
experience with the Hilo Rack Assort- 
ment, as he placed an order for “fill-ins”. 

he Hilo Rack Assortment 
brings you an adequate line of 
Enamelsand Varnishes ata small 
investment. It fitsin with modern 
merchandising practice in the 
nardware field. 

Goods are impressively dis- 
played, easily seen from both 
sides, practically sell themselves. 

Theassortmentlistsat $415.95. 
The handsome steel rack is free. 

Here is your opportunity to 
place a real salesmaker in your 
store without cost. For complete 
information just clip coupon to 
your letterhead and mail— Now. 


HILO 


VARNISH CORPORATION 
(Moller & Schumann Co.) 


1 GERRY ST. BROOKLYN, N. Y. 


| _—, 

| HILO cg 

|! VARNISH CORPORATION, eC _ 

| 1 Gerry St., Brooklyn, N. Y. in. " 
: Send me complete details of the Rack Assortment. ' 
| Name , 
| Address 
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MMicPouGaLL-BUTLER have 
just issued two bulletins on 
new products. Ecolite, the paint 
of radiant energy, and Partagloss, 
a semi-gloss wall finish de luxe. 
These bulletins will furnish you 
both information and entertain- 
ment and may be had for the 
asking. 
McDougall-Butler Varnishes, En- 
amels and Paints refine everything 


they cover. 


, MAKERS OF 


Varnishes, Enamels and Paints 


Buffalo, N. Y. 


New York City Chicago 
10 Christopher St. 1141 Madison St. 

























STAY-WET 


Paint & Varnish 
Remover 


IT IS THE QUICKEST 
AND MOST POWERFUL 
VARNISH AND PAINT 
SOFTENER MADE. 

Its widespread popularity 
and big sale carry conviction. 

It is reasonably priced, car- 
ries a good profit and sells 


readily. 
Ask us for quotations. 


RELIABLE PASTE CO. 


3223-25 Cottage Grove Avenue 
Chicago, Illinois 
Dry Paste—Paint and Varnish Remover—Calcimine 























Ph 


RADIATOR ENAMEL 


—— —, & a, COMPANY 
Philadel Pa. 





Make Your Wants Known 


If it’s Hardware you have for sale or want to buy— 
make your wants known in HarpwaRrpe Aas, the “News- 
business” paper of hardware retailers and wholesalers 
all over the United States. 

HaRDWARS Aap will bring buyer and seller together at 
minimum cost. 
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gos Brush Facts 
‘¢ = 6 by the Oe Metnits 


Brush painting vs. Spray painting 


OU take a “squirt-gun.” I'll stick to a good bristle 

brush, like a Whiting’s Brush or an Adams Brush. 
Youll always be a “slop-job” man. I'll build a Master 
Painter reputation. You'll do a cheaper job? Maybe. 
Anyhow, it'll look cheaper. But mine'll outlast it — 
three to one. What's the answer? Machine painting 
never can take the place of brush-work where quality 
and real economy count for anything. Don't be side- 
tracked from good brushes. Start off on the right foot— 
with Whiting-Adams Brushes — and you wont finish 
flat on your back. 


WHITING-ADAMS 


BOSTON 


Brush Manufacturers for I]7 years and the lereuat in the World 
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PITTSBURGH PLATE GLASS CO. 


Paint and Varnish Factories .........:.c.:+:¢ss1:sesee Milwaukee, Wis., Newark. N.J., Portland, Ore. 
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West of Denver’! ge 





Edwi , ' 
35 East 19th St., New York City 
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The New Steel 
Building Toy 


More than 100 toys can be assembled 
from this set of 86 pieces. An all the year 
round seller. Priced to retail at /5c. 

Made from high grade steel. All parts nickel 
plated except base plate, which is toy red. Patented spring discs 
for holding wheels or for making pulleys. 

Sample cartons shipped to you for your inspection. If you feel 
that you will sell them, and we are confident you will, pay the 
invoice and send in order for additional quantities. If not, 
return the shipment to us at our expense within ten days. 


THE HART & COOLEY CO. 


NEW BRITAIN Dept. S2 CONNECTICUT 


Eastern Representative: Southern Representative: Chicago Representative: 
n E. Besser Co. Couch & Jackson, Anning & Moller, 
Atianta, Georgia 35 South Dearhbern St., 
Chicago, Ill. 
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The Wrench for Severest Service 


The Coes All-Steel Wrench is the standard equipment of 
the leading railroads and mining companies. 


It is recommended for all wrench work where unusual re- 
quirements must be met and where the use of an all-steel 
wrench is preferable to a wood-handle model. 


All parts of this sturdy wrench are interchangeable. Sell 
it with absolute confidence that it will meet every claim made 
for it and give unfailing and 
everlasting service no matter 


The 
how severe the duty. The 
Steel- name COES is your protec- 
Handle — 
Model ee, 99 


e Made in Seven Sizes, 6”, 





PEG. , 4? 
So. Be > an 6 aes 
COES WRENCH Co. aa dee 
Worcester “In business since 1841” Mass. also in Wood Handle 
Selling Agents 
J. C. McCarty & Co......... 29 Murray Street, New York Model. 
John H. Graham & Co....113 Chambers Street, New York 
Fenwick Freres.......... 8 Rue de Rocroy, Paris, France 
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QUILL UN LENAUAAv 





The “Tomorrow” Customer 


“Really don’t expect to buy today. I saw some of that 
, Screen Cloth you have in your window so I came in 
| UDinWSAYIOR out of the rain—been putting it off ’til spring.” 
WIRF CO. That’s something like the trend of conversation. He 
— should be encouraged! Tell him something about 
“Perfect” and “Nikolite” quality and durability. 


It won’t take long to sell him. He wasn’t quite ready 
to buy, but “Perfect” was too much of a temptation 
o ‘put off ’til tomorrow” what was just as easy to do 
today—with the assistance of “Perfect” a sale is made. 


See your Jobber. 
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LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 
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Has by far the largest sale of 





any Tabu Skate is the world 





cA Message 


to dealers in cities of fifteen thousand and less 


Listen to this— you dealers in towns of five, ten, fifteen 
thousand. You are missing a real opportunity for bigger 
profits if you de not handle and feature Nestor Johnson 
Skates in your store this winter. Here is why: 


Times have changed since you put on your own first pair 
of skates. A new crop of boys has come in—with a new 
crop of ideas. Today, boys aren’t satishied with the old- 
fashioned, clamp-on skates. They’ve seen Nestor Johnsons. 
They've read about them. They’ve learned that the world’s 
champion skaters—their big heroes— break records on 
these famous skates. And these boys want Nestor Johnsons 
for themselves. What’s more, they will buy them— even 
if they have to go out of their way to do it. 

Why not keep in step with the leading hardware and 
sporting goods stores of America by handling Nestor 
Johnsons? Cash in on the tremendous and ever-growing 
popularity of these skates. Each pair you sell brings you 
a handsome profit. And you can sell a healthy volume. 
Order a small stock at first if you prefer. We will gladly 
send you free a beautiful window display. Feature Nestor 
Johnsons — then watch your skate business grow! 


Mail coupon now for catalogue, prices and full information. 


There is only one 


Johnson Skate 


The full name 


NESTOR JOHNSON 


oheverypeaic - - a ! 
H. A. 10-22 | 


The biggest 
advertising campaign on 
skates in the world 


This winter the name Johnson is being 
broadcasted —by newspapers, maga- 
zines, billboards —to millions of skaters 
everywhere, Johnson advertising is 
reaching not only the boys but also 
the girls, men, women in your com- 
munity. It is driving home to them 
the wonderful special features of these 
skates—showing them why Nestor 
Johnson’s have the largest sale of any 
tubular skate in the world. 


Nestor Johnson Mfg. Co. 


1900-1902 North Springfield Avenue 
CHICAGO 


—, owe eee me 








Nestor Johnson Mfg. Co., 
1900 N. Springfield Ave., 
CHICAGO 


Send catalogue, prices and full information 
on Nestor Johnson Tubular Skates to: 


Name 
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NowistheTime to Order 





Showing burner, mixing 
chamber and valve 





tb HE burner used in Golden-Glow Gas Heaters is dis’ 


tinctly new. Its scientific design insures perfect com- 
bustion and uniform flame. 


The grids are made of a non-corrosive metal and will last 
indefinitely. Grids can be removed without taking burner 


out of heater. 





An adjustable air-shutter and cock allow perfect adjustments to 
be made for all gas pressures. 


Golden-Glow Giant Heat Elements have greater luminous surface. 
Their unique construction insures full distribution of flame. Fire- 
brick backing is dispensed with, thereby eliminating breakage and 
considerable weight. Write to any of the Divisions of American 
Stove Company listed below for samples and prices. This is a 
quick-profit line for you. 





GOLDEN-GLOW GAS HEATERS ARE MANUFACTURED BY THE FOLLOWING DIVISIONS OF 


AMERICAN STOVE COMPANY, St. Louris, Mo. 
Largest Makers of Gas Ranges in the World 


DANGLER STOVE CO. DIV., QUICK MEAL STOVE CO. DIV., 
CLEVELAND, OHIO ST. LOUIS, MISSOURI 
RELIABLE STOVE CO. DIV., NEW PROCESS STOVE CO. DIV., 


CLEVELAND, OHIO CLEVELAND, OHIO 
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GrE@eny) Gas 
DANGLER 


Dangler “Golden-Glow” Heaters combine real beauty, genuine 














eficiency and true economy. Possessing far greater heating-efficiency § 


than coal or wood, they still have the cozy appeal of an open fire. 
Finished in Byzantine bronze with hearth plates and top heat-guards 
of aluminum with stucco design. Four-, five-, or six-element types, 
with andirons. All are equipped with the famous Golden-Glow 


Burner. 
Manufactured by DANGLER STOVE CO. DIV., Cleveland, Ohio. 


RELIABLE Gas 


Reliable “Golden-Glow” Heaters are simple, durable, easy to keep 
clean and to adjust. Astonishing economy of operation, entire freedom 
from odor and instantaneous heat distinguish them. In finish and 
design they harmonize with any surroundings. Made in various 
sizes (fireplace and portable types) to meet all requirements. Equip- 
_ped with the famous Golden-Glow Burner. 


Manufactured by RELIABLE STOVE CO. DIV., Cleveland, Ohio. 


QUICK COMFORT 


Quick Comfort “Golden-Glow” Heaters have the same high quality 
for which Quick Meal Ranges have always been noted. They em- 
body many new ideas in design and construction. Perfect combus- 
tion under all gas conditions is assured. Made in 5- or 6-radiant unit 
types. Graceful in design and beautifully finished in dull silver or 
polished brass. Equipped with the famous Golden-Glow Burner. 


Manufactured by QUICK MEAL STOVE CO. DIV., St. Louis, Mo. 


NEW PROCESS 


New Process “Golden-Glow” Heaters are handsome, sturdy, dur- 
able and economical to operate. They are made in both Portable 
and Fireplace Types. Portable types - made of heavy gauge steel 
with bright Japan finish and have nickelplated legs and fender. All 
— Process Heaters are equipped with the famous Golden-Glow 

urner. 


Manufactured by NEW PROCESS STOVE CO. DIV., Cleveland, Ohio. 
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Trade Mark 


THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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You take no chances in selling “Sno-Wite” Bath Room 
Trimmings—we tag each article—guarantee it for 10 
years—furnish attractive display boards that sell them 
and stand back of every dealer. 


9.6) 


Catalog on 
Application 


Originators of Porcelain Enameled Bathroom Trimmings 


American Enameled Products Co. 


Boston CHICAGO New York 
San Francisco Atlanta Toronto Detroit 
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Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 








i bs the use of efficient ma- 
. C uniform qual chines, the hearty coopera- 
ity of Griffin CS tion of satisfied employees 


is in perfect harfm- 
ony with “Ae dignity 
and conveniences 


of America’s modem. 
omes 


and _ specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


KARAT TTT! 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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Coast Representative 


J. T. McDEVITT 
Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


MANUFACTURING CO. 


Branch Offices: 
45 WARREN ST. NY. 74 W. LAKE ST. CHICAG’ 
= 28 BINFORD ST. BOSTON 


ERIE -= > PENNA 
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ROYAL N 


Its Supremacy is Proved by 















ASIER sales— 

= 
more profit 
per sale—and you 
keep the profit you 
make on Royal. 


Write for the Royal 
Merchandising Plan 
based upon 
“The Nine 
Tests”. It will 
open your 
eyes to the © 
greater profit 
possibilities 
of Royal. 




















TESTS 


—_—_—~-— 








Royal will 
vet dirt when 


others are The . 
through-—but P. A. Geier 
others will Company 


540-560 E. 105th Street 
Cleveland, Ohio 
Manufactured in Canada by 
CONTINENTAL ELECTRIC 
CO., Ltd. 


not get dirt 
when Royal 
is through. 


Toronto, Ontario 
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The Human Side 


of a 
Great Business 


Publication 


Back of every great enterprise 
is a human. element contributed 
by those men whose experiences 
and personalities are reflected 
in that enterprise. 


This ts the element that molds 
opinion, creates good will and 
makes or mars its success. 





SAMP WILLIAMS is one of the 
% best known and most success- 
] ful hardware merchants in the 
United States. His position in 
miiGees the trade is shown in the fact 
that he recently served as President of the 
National Retail Hardware Association and 
is at present a member of its Board of Gov- 
ernors. 





Not only is Hamp Williams a highly success- 
ful merchant, but he knows the reasons for 
his success and is able to put those reasons 
clearly and forcefully before his audience. 
A business man and an executive he is also 
a constructive thinker and a versatile writer 
on merchandising subjects. He is now tak- 
ing time from his busy work-a-day life to 
send business-building messages to his fel- 
low merchants each week through the pages 


of HARDWARE AGE. 


71) 


i 





a ee oe 








Hamp Williams, Contributing Editor 
(Practical Retailing) 


Starting with a meager capital, in a small 
Arkansas town, he has, by intelligent ap- 
praisal of his community's needs and intense 
application of business principles, built up a 
highly successful retail hardware institution 
and made himself a power in the commer- 
cial life of his State. 


Hamp Williams’ messages, coming as they 
do from the busy work shop of a capable 
practical merchandiser, have a direct bear- 
ing on the problems of hardware selling, 
which makes them of gripping interest and 
of actual dollars and cents value to hard- 
ware merchants. 


By inducing Mr. Williams to share with his 
fellow merchants the benefits of his long 
and thorough retail experience, HARD- 
WARE AGE has again displayed the enter- 
prise which has made it for seventy years 
the helpful, dependable business guide of 
the hardware trade. 


“The Most Influential Hardware Paper” 
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Eveready Radio Batteries 
build business and reputation 


“SINCE my start in business twenty years 
ago,” says Mr. L. C. Blundin, of Phila- 
delphia, Pa., “my policy has been to 
handle first-class merchandise only, and 
give every customer value received for 
hismoney. I can’t think of another article 
in my store that fulfills that better than 


are selling satisfaction as well as batteries, 
and banking confidence as well as profits. 


One of the sensations of the year is the 
great growth in Eveready popularity, 
manifest to dealers by their increasing 
sales. Be sure your Eveready stock is 
ample. 





Order from your jobber. 


Eveready Radio Batteries. 
“ ;, EVEREADY HOUR EVERY TUESDAY 
Such lines as Eveready at 9 P.M. 
F , ; Eastern Standard Time 
Radio Batteries help build 


Manufactured and guaranteed by 


For real radio enjoyment, tell your eus-| | NATIONAL CARBON COMPANY, Inc. 


tomers to tune in the ‘‘Eveready Group. ry ° 
h t? t ti ” Broadcast +l . New York San Francisco 
a mercnants reputation. WEAF New York . 
P WJAR Providence WSAI Cincinnati Atlanta Chicago Dallas 
Kansas City Pittsburgh 


Evereadys are the choice 
of dealers everywhere, who 


EVEREADY 


Radio Batteries 


~ they last longer 


Boston 

Philadelphia WwCCo ee 
Buffalo St. Paul 
Pittsburgh woc 





Canadian National Carbon Co., Limited 


Davenport : 
Toronto, Ontario 
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SLIDE AND FOLD 


HEN we designed 
Eleven-Eighty we 
had two things in mind: 
All ’round satisfaction to 
the contractor, dealer and 
































ROUND THE CORNER 


recommended for’ use 
where doors must slide 
around the corner. 


ALLITH 





user and a low factory 
production cost. With 
these two things accom- 
plished, you benefit by 
the lowest purchasing cost possible for 
this high grade hanger. 


Eleven-Eighty has a steel frame, swivel 
type. A machined cast wheel with steel 
axle, the hanger housing is provided with 
oil holes permitting lubrication when 
necessary. Noise and friction are prac- 
tically eliminated due to the small point 
of contact of wheel on track. Derail- 
ment is impossible with this hanger— 
always on the track. The track and 
hangers are within the garage—out of the 
weather, thereby adding to the life of the 
equipment. 


EK leven-Eighty-nine is identical to hanger 


ELEVEN-EIGHTY and 
ELEVEN-EIGHTY NINE 


ROUND TRACK 
The Allith round track 


idea was conceived and built by us-over 
twenty years ago—and today it is as popu- 
lar as ever. 


Our extensive and efficient facilities for 
making this 14+ gauge high carbon steel 
track is responsible for its low first cost. 
The ease of installation and its long, use- 
ful life make it the leader in economy of 
all tracks. Costs but a trifle more than 
flat track. 

Dealers 
The excellent cardboard cartons and 
boxes, in which A-P products are ship- 
ped to you, permit the saving of shelf 
space. No lost parts. Easily packed for 
reshipment to customers. 


outht Number Eleven-Eighty and_ is See our ads in Sweet Directory. 


ALLITH-PROUTY COMPANY 


Danville, Illinois 


Manufacturers of 


Rolling Ladders 
Spring Hinges 


Fire Door Hardware 


Door Hangers 
Overhead Carriers 


Garage Door Hardware 
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Manufacturers of the finest line (@) of Garage Door Hardware 
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A PROSPECT is usually catapulted 


into a realization of the 
beauty and importance of hinges 
when he is confronted at one time 
with a half dozen or more exclu- 


sive McKinney finishes. 


McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 


MCKINNEY 
HINGES 
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The Arms and Ammunition 


Excise Tax Should Go— 
Do Your Share 


ELIE RE is a movement on foot to prevent the retention of 
the ten per cent excise tax on arms and ammunition. The 
levy, actually a luxury tax, was originally a war measure, 
the exigencies for which, are no longer present. The con- 
tinuation of this unnecessary tax will tend to curtail the purchases of 
arms and the use of ammunition for sporting and hunting purposes. 
This means a direct loss of sales volume to hardware merchants 
throughout the country. 





Communicate immediately with your representatives in Washing- 
ton, and with the Ways and Means Committee of Congress. ‘Tell 
them both exactly where you stand on this measure, as a citizen and 
as a merchant. ‘The secretaries of N.R.H.A. and the N.H.A. will, 
with other prominent hardware men, appear before the ‘Ways and 
Means Committee on October 26, to urge this body toward an 
elimination of this measure. ‘They are fighting against this tax for 
you. Back them up. 


In December the Houses will ballot to retain or repeal the excise 
tax on arms and ammunition. The Ways and Means Committee 
will offer its advisement, based on their findings. ‘Their findings 
will be based largely on the net sum of opinions sent them by citizens 
and business men. The sportsmen and their associations are in the 
fight with you. You must help them and help your own association 
secretaries help you. 


The final action on this matter may be reckoned in dollars and 
cents for you. The excise tax on arms and ammunition should go. 
Do your share. 
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Right now is a good time to feature, 
display and advertise everything for 
the coal bin and woodshed. 


pay! 


ONEY is now leaving 
M your town—money which 

you could make stay at 
home and settle down snugly in 
your bank balance. It is hop- 
ping almost every mail train 
which leaves your town. It is 
going to your competitors—not 
the fellow down the street or 
around the corner, but the com- 
petitors you don’t see, the big 
fellows outside your community, 
the mail order houses. 

Great magnets which attract 
gold and silver from every part 
of this wide country, drawing 
money out of towns which need 
it badly in order to prosper as 
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It will 


they should, the mail order 
houses are most formidable 
competitors. They are like huge 
spiders spinning webs’ which 
stretch from the keys of Florida 
to the Golden Gate — webs in 
which Dollar Bill and his num- 
erous brothers are caught. Nine 
million families buy through the 
catalog of one mail order house. 
No wonder this company made 
approximately thirteen million 
dollars last year! No wonder 
so many dealers complain that 
they get plenty of bills, but the 
wrong kind, the kind that take 
money out of their bank ac- 
counts, not put it in! 
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Protect Your 
Profits 


‘ By Charles P. Catlin 


Announcements are appear- 
ing right now—full page adver- 
tisements—in many of the na- 
tional and local farm papers 
inviting your potential custom- 
ers to send for their copy of the 
new fall and winter catalog 
featuring merchandise they 
need and are thinking about 
buying now. The mail routes 
carrying these catalogs are the 
webs the catalog houses weave 
in order to snare the money 
which should stay in your com- 
munity. 

Many of the lines of merchan- 
dise illustrated and listed in 
these giant catalogs you have in 
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stock. “¥ou will have little 
trouble in keeping home money 
at home if you will remind as 
well as inform your towns peo- 
ple and country folk you have 
the goods in stock and are ready 
to render prompt and pleasing 
service. 

You need have no fear in com- 
ing to cataloggerheads with the 
catalog houses if you will use 
the salesmakers you have at 
hand. They have their catalogs. 
But you can use even more ef- 
fective business-builders. Win- 
dow displays of timely, unified 
lines plus sales letters and local 
newspaper advertisements will 
help you to increase your sales, 
bring new customers into your 
store and protect your profits 
against outside competition. 
Use these to invite the people 
in your town to come into your 
store, see and inspect your new 
lines of fall and winter mer- 
chandise you have on display. 

Here’s a little catalogic: The 
advertising manager of the 
mail order house which made 
the $13,000,000.00 last year 
once stated, “There is not a 
paper of any consequence in our 
trade territory that our bureau 
does not get. This bureau looks 
over all these papers carefully 
and whenever we find a town 
where the merchants are not ad- 
vertising to any great extent in 
their local papers, we immedi- 
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ately flood that territory with 
our literature. This always 
brings results that are far in 
excess of those obtained by the 
same effort put forth in terri- 
tory where the merchants ad- 
vertise.”” A word to the wise is 
sufficient, especially if the word 
be, “‘Advertise.”’ : 

Right now is a good time to 
feature, display ‘and advertise 
everything for the coal bin and 
wood shed. If you are in a 
lumbering section, make a spe- 
cial feature, also, of equipment 
for lumber camps and of saw 
mill supplies. Stoves are set-up 
and must be fed with fuel. 
Everything used in connection 
with stoves will be in demand 
from handled axes for cutting 
and kindling wood to ash sift- 
ers for saving coal. Let folk 
know you carry a wide range of 
the things they will need for 
their ranges and items that are 
aces for use in connection with 
their furnaces and heating 
stoves. 

Here is a list of a few items, 
some of which are needed in 
every household now — display 
them, you’ll sell them: 

Handled Axes 
Boys’ Axes 
Hatchets 

Axe Handles 
Buck Saws 

Buck Saw Blades 


Buck Saw Frames 
Buck Saw Rods 


Al 


Saw Bucks 

Hand Saws 

One Man X Cut Saws 
Saw Handles 
Supplementary Handles 
Saw Screws 

Saw Sets 

Slim Tapers 

Mill Files 

File Handles 

Cross Cut Saws 

Saw Clamps 

Saw Vises—Filers 
Furnace Scoops 

Ash Cans 

Ash Sifters 

Fire Shovels 

Coal Forks 

Coke Forks 

Stove Scrapers 

Fire Pokers 

Clinker Tongs 
Flashlights 

Lanterns 

Extension (cord) Lights 
Door Bolts 

Padlocks 

Door Pulls 

Thumb Latches 
Hooks, Hasps and Staples 
Hooks and Staples 
Hasp Locks 

T-Hinges 

Strap Hinges 
Window Spring Bolts 
‘Sash Lifts 


Coal Miners’ Mauls 


You no doubt have other 
items in your stock especially 
adapted for the trade in your 
locality. These should be dis- 
played, too. 

Be chipper in catering to the 
wood chopper and he will fill 
your cash register full of cash. 








The Most Important Ship 


A well-known admiral has said of the British that théy lost the Battle of 








target. 


sonator. 
down each individual customer and prospect, he must show skill that is beyond all question. 


Trafalgar for the lack of three ships. 
manship and Seamanship. 
manship, as the most important of the three. 

In retailing, too, marksmanship is the all-important thing. 
any other reason, retail sales are lost because sales people either habituaHy shoot 
at the wrong target or do not display good enough marksmanship on the right 
To mix metaphors a bit, they are too often barking up the wrong tree. 
A really successful salesperson must be almost as versatile as a stage imper- 
Having first selected the type of selling-marksmanship which will bring 


He named them as Leadership, Marks- 
Probably he would have named the second, Marks- 


More than for 


There is 


no use in trying to sell a Western cowboy on the same basis that one would sell a Fifth Avenue 
dandy. And Milady with the lorgnette is not interested in the same argument which appeals to the 


laundress. 


In writing of his younger days as a struggling lawyer, Vice-President Thomas R. Marshall, who 
recently died, had this to say: “During the preparation and trial of a law suit involving either medi- 
cine or mechanics, I was just as good a doctor as anybody until the verdict was in and just as good 
an engineer; but two days afterwards the only way I could tell quinine was to taste it, and the only 
way in which I knew the throttle of an engine was to see another man pull it.” 

When a surgeon transfuses blood from a healthy person to a sick person, the normal blood of both 


must be of the same general type. 


Otherwise trouble, and perhaps death, will result. 


Similarly, 


when successful salesmanship is effected, the salesperson must seem to be of the same blood as the 
customer—a radio-bug with the radio-bug customer, a camera fiend with the camera-fined customer, 


a dietetic specialist with the dyspeptic, etc. 
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How Widmer Accurately 
Controls his Paint Stock 


T has often been said of hard- 

ware retailing that the buy- 

ing end is really of more im- 
portance than the selling and this 
statement applies not only as to 
what and when to buy but even 
to a greater degree as to the 
proper quantities to buy. It is 
self evident to every merchant 
that stock “turn-over”’ can be in- 
creased in one of two ways—in- 
creased sales or better balanced 
stock—or in a happy combination 


of the two. However, a great 
many dealers, through concen- 
trated effort succeed in_ build- 


ing up their sales to a most sat- 
isfactory volume only to find that 
their stock is still badly out of 
proportion due to lack of a defi- 
nite policy in buying. 
Unfortunately up to the pres- 
ent time no absolutely perfect 
plan of stock control has been de- 
vised, and although individual 
hardware retailers have worked 
out systems that are satisfactory 
for controlling some certain 
classes of items, the average 
hardware stock is so very diver- 
sified as to prohibit the success- 


ful universal use of any plan so 
far devised. The basic principle 
underlying any stock control sys- 
tem is merely an accurate knowl- 
edge of the average rapidity of 











Widmer’s paint stock is arranged 
by colors, and the various sized 
cans are grouped as far as pos- 
sible in separate sections of the 
shelving. By the side of the 
stock of each color is tacked a 
small card giving the maximum 
and minimum quantities of each 
sized can 








sales or in other words a knowl- 
edge of approximately how long 
it will take to move a certain 
quantity of merchandise. With 
this knowledge at hand it would 


be possible to control turnover 
to a remarkable degree. 

However, the weak spot in 
most systems now in use is the 
human element necessary, and its 
unreliability. Records are not 
kept up to date and sales, in the 
rush of business or through plain 
carelessness, are often never re- 
ported. Where the dependence 
on the manual phase of a stock 
control plan has been eliminated 
the workability of the plan is as- 
sured. 

John W. Widmer, a Chicago 
hardware retailer, has adopted a 
plan for the control of his paint 
stock that is practically automatic 
and which he believes he can, 
in time, put in practice through- 
out his entire store. By his own 
personal study and observation 
he determined the approximate 
average length of time required 
to move a can of paint of each 
size and color which he carried. 
From this it was comparatively 
easy to figure how many cans of 
each he should sell in sixty days 
time. Taking this as the maxi- 
mum that he would have on hand 
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at any one time, he divided it by 
two to arrive at a minimum 
amount. 

In his paint shelving he has 
arranged his stock by colors, put- 
ting the various sized cans of 
each color, as far as possible, in 
one section of shelving. By the 
side of the stock of each color is 
tacked a small card upon which 
is given the minimum and maxi- 
mum quantities of stock for each 
sized can. 

The paint salesman, who repre- 
sents the company making the 
line handled by Mr. Widmer and 
who calls at the store at regular 
intervals has been definitely in- 
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structed to get his orders in just 
one way. He goes along the paint 
shelving and wherever he finds 
that the number of cans in stock 
is below the minimum set he is 
to enter an order which will 
bring it up to the maximum 
quantity and for no more. In 
this way the stock is practically 
at the same level at all times. 
According to Mr. Widmer, the 
advantages of this system are 
many. In the first place it al- 
lows him to get at least six actual 
turnovers a year on his entire 
stock of mixed paints which in 
turn assures a reasonable profit. 
Again he is never “out” of any 
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certain color or size of can for 
his stock is automatically re- 
plenished whenever it gets down 
to the danger mark. The third 
advantage is the amount of time 
saved, for it is absolutely unnec- 
essary for him to give a mo- 
ment’s time to the salesman mak- 
ing up the order for mixed 
paints. 

The very fact that the paint 
end of Widmer’s business is bet- 
ter than 40 per cent of his total 
volume and that his $5,000 paint 
stock actually turned six times 
last year is possibly ample proof 
that his stock control system is 
correct. 





Solving the Collections Problem 


We do not claim to have a perfect system of granting 


foreign collection agency. 


We charge off such accounts 


credits and making collections and are just as anxious to 
get some good suggestions as others that will read the 
replies that you will get in response to your request in 
the Oct. 8 issue of HARDWARE AGE for experiences along 
these lines. 

However, we endeavor to look after these parts of our 
business as we do the buying and selling. 

Fortunately, Sherman has an active local retail mer- 
chants association that renders valuable assistance to its 
members in keeping the paying records of every person 
in and around Sherman. Before we extend credit we 
usually call this office and find the record on the way the 
prospect pays. When we take the chance without calling 


as we consider worthless or practically so and if they are 
finally collected, we credit profit and loss account with 
the amount. ‘ 

One plan recently used by the writer comes through tke 
local retail merchants association in the iorm of a letter 
explaining credit and its value to the buyer. This letter 
was gotten up by the writer who happens to be president 
of the local association at this time. The idea was sug- 
gested to a meeting of the association, and they authorized 
its issuance over the signature of the association. Its use 
is to be sent out by the member of the association with 
his statement to the debtor. 


Last month was its first appearance. We sent twelve 








WHAT IS CREDIT? 


Credit is a trust by one person or business con- 
cern in the ability and willingness of another person 
to pay promptly for merchandise or other thing of 
value that is obtained and not paid for at the time of 
purchase. 


VALUE OF CREDIT 


Credit is a convenience which saves the person 
granted the credit the need of carrying money at all 
| times, sufficient to pay for everything that is wanted. 
| Credit enables the purchaser to enjoy the article 
| 
| 





wanted in anticipation of his securing the neeessary 
funds for payment on date the account is due. Credit 


bridges over the period of inability through accident, 
illness, unemployment and other misfortunes as the 
person needing the credit at such time can usually 
secure it if he has fulfilled his part of the trust in 
the past by meeting his obligations when they be- 
come due. 


KEEP YOUR CREDIT GOOD 
Therefore it behooves the buyer to keep his credit 
good by making sure that he will be able to pay his 
bills promptly when due. * 





Retail Merchants Association 
Sherman, Texas 

















them, we often find that we did take a chance for it hap- 
pens occasionally that if we had called that we would 
have rejected the extension of credit. 

When we have the charge on our books and the account 
is not paid when due, our bookkeeper follows up the state- 
ment on the 15th of the month and the Ist and 15th of 
each month to get an expression from the debtor. When 
he fails to get a satisfactory response in a reasonable time, 
he turns the account over to the writer and as the name 
of one of the company is signed to a message, it sometimes 
brings a ready response. When the writer still fails, we 
turn the account over to the local retail merchants asso- 
ciation which usually has good success in making the 
collection. In case they fail, we have one other local effort, 
an old fellow who is partly deaf, who starts a “house to 
house” campaign and uses his infirmity of deafness as an 
asset in seeming to not hear and has the debtor repeat to 
him until he fears that all the neighbors will know the 
mission his visitor is on and acquire their disrespect. 
When he doesn’t get the money, we sometimes use a 


out to that many of our old accounts with our bills and 
received response with remittance from nine out of the 
twelve. Another merchant in another line sent out two 
and received payment from both, 100 per cent. 

These letters are available to all members and others 
who will use them as they desire. We are inclosing one of 
these association letters. 

We do about two-thirds of our business on a charge- 
thirty-day basis. About 85 per cent of our business is to 
the citizens of Sherman who Lave regular income and only 
about 15 per cent to the farmers. While thirty days is 
our length of terms, as a usual thing, we find that our 
term of extension is about an average over the year of 
about sixty days. 

We anxiously await solutions on these lines from others 
through your valuable paper. 

(Signed) J.J. SCULL, 
Scull, Swain & Wallace Co. 
Sherman, Tex. 
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Inventory and the Credit Man 
\ S winter follows summer, so the months 





of January and February—Inven- 
tory ‘Time—roll around again. 

How we all seem to hate that time of dirt 
and overhauling and counting, and yet it is 
as necessary and important for any well or- 
ganized store to go through this siege as it is 
for mother to do her yearly housecleaning. 

Firstly: This is essential to giving an 
honest report for your tax income. 

Secondly: Through this work we really 
know by facts and figures whether the past 
vear has been successful or not. 

Thirdly: It brings to view many things 
that could be readily turned into money 
such as slow sellers, overstock, shelf 
warmers and so on, articles for which 
good money has been paid but which do not 
bring the expected return. 

The word inventory, according to the 
dictionary, means “to give a detailed ac- 
count or schedule of the property,” and this 
detailed account we owe to ourselves as well 
as to those with whom we do our business 
and the banks. 

To give the most honest report of our 
financial standing, this inventory should be 
taken by disinterested persons, acquainted 
with the lines, who can do this work with ex- 
pediency and trustworthiness. 

Such men can be had by inquiring of 
the Editor of HArpwareE AGE, who is ever 
ready to give the dealers all the help pos- 
sible. Fiven inventory blanks can be sup- 
plied there, with all columns marked for 
quantity, price, discount, extension, ete. 
These blanks cost but very little and make 
the work easier and neater. 

Another good reason why it is advisable 
to have an outsider do this work is that it 
will keep your salesmen at their regular 
work, and not take them away from waiting 
on the trade, or else they look so unpresent- 
able that they can hardly be called to wait 
on the store. 

On page 55 of September 17th issue of 
Harpware AGE, we read: “Cooperative 
Audit taking in the banks and stores of a 
community, would be of inestimable value 
to individual merchants,” and further on 


Our Readers’ Forum 


we read: “The retailer can look ahead and 
see what is coming to pass in the next few 
years. The Creditman is going to insist on 
a certified statement; in fact it is strongly 
being urged at present. Not a _ balance 
sheet, but an analysis.” 

Now, to many this may sound harsh. It 
at first will give you a bad taste and some- 
thing to think about, but after a little con- 
sideration we come to the same conclusion 
as the little boy who always feared the 
policeman. He realized the policeman was 
his BEST friend, guiding and guarding 
him on his way to and from school, watching 
out for his safety, protecting his home. And 
so it is with the Creditman: he is YOUR 
best friend; he is like the policeman guiding 
and guarding YOU over dangerous places. 
He wants you to stay in business and will 
do all he can to help you, even going into 
extremes you never have dreamed of. 

Trust him and talk with him con- 
fidentially, open your heart to him and you 
will find an honest-to-goodness man with a 
human heart and not a stony money-getter. 

A. Creditman is like a doctor, a business 
doctor, his general experience and knowl- 
edge of business conditions will soon be 
able to tell you, when analyzing your case, 
just where the shoe pinches. 

He can do this so much better than we 
ourselves can do it, because we associate 
daily with our business and do not notice the 
gradual decline, but think it is either the 
weather or else business conditions in gen- 
eral that are responsible for finding less and 
less money in the cash register at night. 

I have often wondered why all in- 
ventories, everywhere, in every line of busi- 
ness were not taken by outside men, disin- 
terested, but able to give an absolutely 
HONEST report about the merchant's 
financial standing, the same as there are 
bank examiners to examine the bank’s books 
regularly every month. 

It is true the banks are working with 
other people’s money, but so is a business 
man. He mostly works with the other fel- 
low’s merchandise and therefore his jobber 
or supply house really becomes a silent 
partner, entitled to know what’s what. 
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Some stores could take their inventory in 
November or December, so as to relieve the 
big demand on the inventory taker during 
the months of January or February. 

By doing this they are assured of better 
attention and perhaps, as well, a lower 
price. 

(Signed) M. M. GopscHa.x, 
Bellaire, L. I., N. Y. 





Disagrees With Hamp Williams’ Views on 
Merchandising Trend 


W:. have read the article on page 65 of 


your September 24 issue entitled 
“Why We Must Change Our Busi- 
ness Methods” by Hamp Williams. The 
basis and fundamentals of that article, in 
my opinion, are wrong. It is true that de- 
partment stores in the past couple of years 
have been conducting these special sales, 
but not now; at least they are becoming 
much more infrequent. Certain department 
stores throughout the country have abso- 
lutely gone contrary to this plan in the last 
year. When a store gets into the habit 
of running special sales, the public soon be- 
“comes educated to wait for these sales. In 
a town of any size where there are several 
stores, the public will wait until some one of 
the stores has a sale on the thing they want 
to buy. For instance, if they will want to 
buy furniture they will wait for a furniture 
sale, if they want to buy dresses they will 
wait for a big dress sale, if they want to buy 
coats they will wait for a coat sale, etc, The 
results on account of these special sales 
have become such that the stores are selling 
very little merchandise at normal prices. 
Those normal prices have to be higher than 
they should be in order to make up for what 
they don’t make on special sales. 

One outstanding instance in the depart- 
ment stores that have discontinued this 
method is W. A. Wieboldt Co. in Chicago. 
These people have three very large depart- 
ment stores in various sections of Chicago 
and do an enormous retail business. You 
can get the facts first-hand from them. It 
would be a great detriment and a great 
harm would be done if the hardware store 
people started to thinking along the lines 
of those special sales. ‘Those sales may be 
all right if the hardware store has an accu- 
mulation of odds and ends they want to dis- 





pose of at attractive price, but to take new 
clean stock and cut it down in order to bring 
people into the store is wrong, and, as stated 
above, the large department stores and other 
large distributors are coming to see that 
fact. People like Sears-Roebuck, Mont- 
gomery Ward, and Marshall Field would 
not think of running special priced sales. 
If they put a price on an article, that price 
applies day in and day out and until that 
stock of merchandise is disposed of. ‘They 
serve all comers at all times at the prices 
they make. 

In reference to having the jobbers co- 
operate with the hardware stores, the job- 
bers certainly cannot afford to do that, and 
they will fall back on the manufacturer. 
The manufacturer in the past few years has 
had so many requests to participate in these 
special sales prices they have become a 
burden. The manufacturer has had to main- 
tain a higher level of prices in order to cover 
these give-away sales than would have been 
necessary otherwise. 

There was a very valuable article on this 
subject in Commerce and Finance several 
months ago. We haven’t the date of the 
issue when this was published, but the arti- 
cle is entitled “Volleys of 'Turn-over.” You 
can, no doubt, locate this by asking the pub- 
lishers for a copy of the article. 

(Signed) J. C. Mryers, 
Sales Manager, the Gendron 
Wheel Co., Toledo, Ohio. 





On De-Bunking the Special Sale 


FEEL very thankful for the opinion 
I expressed by Arthur Perkins, in the 

Oct. 8 issue of HARDWARE AGE, on the 
need for “De-Bunking the Special Sale.” 

It is a view one hardly ever sees in print, 
is seemingly an unpopular viewpoint, but 
just the same exactly coincides with my 
own views on the subject, and I am mighty 
glad to learn that some big successful men 
in our line believe and have the courage to 
express it. 

When some overenthusiastic salesman 
next looks his disgust because I don’t fall 
for his “Special,” I am going to take great 
pleasure in placing your version of the mat- 
ter before him. 

(Signed) J. A. BANkKs, 
Clifton Springs, N. Y. 
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Advice Sells Paint for the 
Fitchburg Hardware Co. 


ONSISTENT service, backed up by rigid ad- 
herence to basic principles of retail selling 
explain the success of the basement paint 

department conducted by the Fitchburg Hard- 
ware Co., in Fitchburg, Mass. F. C. Van Cor, 
manager of the paint department, has been with 
the company for 13 years in that capacity. He 
didn’t exactly explain the department’s progress 
as being due to consistent service and rigid ad- 
herence to retail selling principles but the factors 
he did give may readily be summed up in that 


quested when an inside flat paint is required. It 
is essential that the merchant consider this point. 
Should the customer through his own fault buy 
the wrong kind of paint and the job not come up 
to his expectations, the line of paint and the hard- 
ware merchant who sells it suffer. The customer 
will not accept the blame. He probably won’t 
realize the fault. He will merely cut that line of 
paint and that hardware store off his buying list. 

“Using the proper brush is also vitally impor- 
tant, particularly for the average houseowner do- 





A good idea of the arrangement of the basement paint department of the Fitchburg Hardware Co. may be gained 
from this illustration 


way. “Service” and “basic principles” suggest 
vague generalties and Mr. Van Cor did every- 
thing else but talk in generalties. He was direct 
and specific. 

“We handle only one standard line of high 
grade paints,” he began. “This same line was 
handled before my connection with the company. 
This line and this house are closely associated in 
the minds of Fitchburg people. One line of paint 
has perhaps lost a few sales for us, but this slight 
disadvantage is more than offset, by the reduced 
stock investment; the lower overhead cost of re- 
stocking and of checking stock; and by the price- 
less value of being able to really and truly study 
one line, it’s merits, particular uses and general 
sales points. 

“In my own home I have used practically every 
kind of paint in our stock. I have tried the 
brushes. When I talk to a customer I know that 
I am giving him practical advice and not mere 
theory. 

“We always ask the buyer how he intends to 
use the paint. Frequently house paint is re- 


ing his own painting. The best paint in the world 
may fall down, if an inferior or unsuited brush 
is used. It is our duty to see that each customer 
gets the proper paint and a good suitable brush. 
With these two factors and ordinary care, in the 
actual painting, satisfactory results are assured. 
A satisfactory painting job becomes an everlast- 
ing advertisement for our paint department and 
for the store at large. 

“Literature from the manufacturers will give 
the dealer helpful information to use when sell- 
ing paint. Add to this some personal experience 
with painting at home, and he has a firm founda- 
tion on which to build a good profitable paint 
trade. 

“Naturally one of our hardest paint problems 
has been to educate the painter-contractor to use 
prepared paints. Ten years ago this was con- 
sidered almost a hopeless selling task. Today we 
are glad to say that the master painter’s attitude 
has changed considerably and we find it 100 per 
cent easier to sell him ready mixed paints. We 
have talked to him about the saving of time and 
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effort and have told him that modern machinery 
and scientific formulas far surpass the paddle and 
guess work measurement in the mixing of paints. 
The younger generation of master painters warm 
up to ready mixed paints more than their fathers 
did. This of course is a natural development. 

“Our paint department is in the basement and 
may be entered from the back street. Painters, 
farmers and industrials appreciate this arrange- 
ment, because it enables them to back their trucks 
up to our back door, load their paint without 
traffic congestion, and get away quickly. Ladies 
who come in for paint may use the elevator if 
they wish. So may the men, though most of the 
latter walk down and frequently leave by the 
rear exit. The painter in his working clothes 
might not care to walk through the store, but he 
never objects to coming in through the back 
street entrance. 

“Although we sell many contracting painters 
ready mixed paints we still have a good sale on 
oils, dry colors, and fillers. Our business on white 
wash and paint disinfectants has been increased 
considerably by direct mail solicitation. We are 
consistent newspaper advertisers also. An oppor- 
tunity to bid on builders’ hardware gives us a 
first class lead for a paint sale. Frequently one 
of our outside men will pick up a good paint order 
when selling hardware and supplies to builders. 
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“We find it more satisfactory to sell each cus- 
tomer a good quality brush and of course en- 
deavor to sell a brush with each paint sale. In 
most cases we succeed.” 

The photograph of the Fitchburg Hardwatre 
Co.’s paint department gives one a clear idea of 
its layout and scope. Note the show case at the 
left. This is devoted to brushes, putty knives, 
scrapers and brush cleaning materials. Dry 
colors are kept in the shelf boxes behind the 
counter. On the right a large paddle board en- 
ables the customer to pick his colors with a cer- 
tainty. The table and two chairs add to the com- 
fort of the woman who wishes to deliberate, and 
most of them do, when they plan to repaint their 
entire homes. The sign, advertising window 
glass and putty, is located on the right hand end 
of the counter, and just to the right of this sign 
you can see the beginning of the paint stock 
neatly arranged on shelves. 

The guiding factor of the Fitchburg Hardware 
Co. is president M. B. Damon, owner of several 
other Massachusetts hardware stores, and active 
also in several banks in the community. W. T. 
Hidden is the treasurer and Herbert Rice is store 
manager. Mr. Rice has been with the company 
23 years. There are 60°people on the company’s 
payroll. L. C. King has been with the store 43 
vears and F. A. Kibling has been there 41 years. 








A Half Century of Hardware 


senting the Seattle Hardware Co., Seattle, Wash. 


MONG the delegates to the Atlantic City Convention is L. Howard Smith, repre- 


Mr. Smith is 67 years old, and has been in the hardware business for 50 years. 
He doesn’t look his age. His eyes are keen, his step elastic, and his smile contagious. 
His 50 years of service are but marks of that stability for which the hardware business 


is known. 


Smith started his career in New York City at the age of 17, with the Russell & Erwin 


Mfg. Co. 
stall telephones in the metropolis. 


stop at the post office each morning on his way to work and get the mail. 


It was back in the days when the “City Fathers” were jyst beginning to in- 
He lived over in Jersey, and part of his job was to 


The post office 


at that time was located in a little stone church at the corner of Cedar and Ann Streets. 


He stuck at the job for five years. 


Then in 1880 he went to Colorado and joined the staff of a retail hardware store. 


He 


smiles reminiscently as he mentions some of the hardware sold over retail counters in 
those days: 36- 42- and 48-in. gun barrels—trigger guards—butt plates—right and left- 
hand gun locks. The Colorado hunter bougt the parts, fashioned a stock and built his 


own gun. 
tips and screws. 


With the parts he purchased powder flasks, shot bags, bullet molds, ramrod 


) 


Tallow boxes were regular stock items, as were loose joint butts—right and left hand, 
and other items long since relegated to the discard. 

In 1897 Smith joined the Simmons Hardware organization in St. Louis, and later 
when the Norvell-Shapleigh Hardware Co. was formed he went with that firm. 

In 1905 the urge for the West became insistent, and he went to the coast, joining the 


staff of the Seattle Hardware Co. in the capacity of tool buyer. 


His work merited rec- 


ognition, and he soon became a member of the board of the company, a position he still 


holds. 


Last August he retired from active work in the company, but his interest in 


hardware is reflected in his attendance at the Atlantic City meetings. 
He says “Fifty years is a long time, but it seems short when spent in an atmosphere 


of hardware.”’ 
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It’s All in Your Approach 


By Ruth Leigh, Retail Sales Expert* 


in an electrical store to get 

a base lamp. There were 
three men in there, one might 
have been the proprietor, the 
other two assistants. I stood 
there at least five minutes before 
anyone noticed me. During that 
time, the three men were en- 
gaged in earnest conversation, 
heads together. It may have 


FEW weeks ago, I stopped 











foe? \ . 

An 

The method of approach will de- 

termine the customers receptivity 

to any subsequent sales sugges- 
tions made by the salesman 








been something important they 
were discussing, but I didn’t care, 
I wanted to be served. 

Which brings me to suggest 
that the most essential point in 
approaching any customer is 
that of promptness. When a 
woman starts out to buy any- 
thing—from a five-cent paper of 
pins to a five-thousand dollar fur 
coat—that is an important pur- 
chase to her. It is the most im- 
portant thing in the world at that 
moment. 

She expects you, Mr. Salesman, 
to approach her quickly, politely. 
attentively as if her’ presence 
there were the most vital con- 
cern of your life. This flattery 
of eager, earnest attention is a 
real asset in selling especially to 
women. 

A smile at this point helps—a 
real sincere smile that is not al- 
lowed to become too mechanical. 
Or if you don’t actually smile, let 
your expression say it with 
smiles. Look pleasant and will- 
ing. That’s all Mrs. Customer 
wants. 





*Reprinted from “Contact,” published 


by the Merchandising Department of the 
Westinghouse Electric 
Co. 


& Manufacturing 





I have had salesmen greet me 
with the phrase: “Something for 
you?” or, “Did you want some- 
thing?’ Of course, I want some- 
thing, if it’s only service. Why 
do you think I entered your 
store? I know of one salesman 
who greeted his male customers 
with a jovial “Yes, sir?” said 
with a rising inflection. (One 
day a customer fooled him and 
answered emphatically: “No, 
sir.” 

I don’t believe a_ salesman 
should have any set greeting for 
his customer, but in the absence 
of anything else to say, such a 
greeting as: “May I help you?” 
or “Have you been served?” are 
as good as any others. 

To my mind, a salesman should 
size up a customer and greet her 
as he thinks she wants to be 
greeted. Some salesmen seem 
too listless and indifferent; others 
too affable. I like a salesman to 
use judgment. Often, I have en- 
tered an electrical store in a hesi- 
tating way that plainly indicates 
that I would like to look at some 
article, I may not be prepared to 
buy it on the spot. Other times 
I have walked in briskly, confi- 
dently, indicating by word and 
manner that I intended to make 
a purchase then and there. 

The greeting should, in my 
opinion, be planned accordingly. 
I like a salesman whose manner 
indicates: “There’s absolutely no 
obligation to buy, madam, we’re 
glad to show you what we have.” 
That’s service; that’s. willing- 
ness; that’s what I. a customer, 
likes to find in a salesman. 

As I approach you, Mr. Man, 
you should be sizing me up for 
the purpose of determining, if 
vou can, how you will sell me. 
Observe my walk, my carriage. 
Do I look determined, aggres- 
sive? Do I appear uncertain, 
hesitating ? 

My facial expression should 
help you in sizing up the kind of 
customer I am. My clothes may 
give you some indication of my 
taste. What I do and say must 
be noted carefully. 

Perhaps vou consider this all 
obvious, A, B, C, talk. It is. But 
just because it is so simple, so 


elementary, many salesmen for- 
get it. They don’t take the 
trouble to size up a customer, to 
watch her intently and concen- 
trate on selling her: in the way 
she wants to be sold. Too many 
salesmen make the mistake of 
handling a customer as they think 
she should be handled. There’s 
a difference. 

When I’m buying, let me talk, 











When clerks stand around gossip- 

ing while a customer waits, the 

unfavorable impression created is 

bound to react to the disadvantage 
of the store 








Mr. Salesman. Sometimes you 
get so engrossed in what you’re 
saying that you don’t give me a 
chance to get a word in edgewise. 
Or, you make the opposite mis- 
take of making me drag the facts 
out of you. Talk to me, tell me 
about your goods, but stop oc- 
casionally, and give me an op- 
portunity to voice my objections. 

And if you value my good will, 
don’t argue with me. I may be 
unreasonable, I may be making 
ridiculous statements, but you'll 
never get anywhere by arguing 
with a customer, because to her- 
self, and to your boss, she’s al- 
ways right. That’s one of the 
privileges of being a customer— 
she’s always right. At least it’s 
the salesman’s job to make her 
think so. 

Perhaps I have made a wrong 
statement. Agree with me, “Yes, 
that’s probably true, BUT—” 
and then advance your argu- 
ments. But don’t risk my dis- 
pleasure, risk losing my good 
will by flatly contradicting me. 
It can’t be done over the counter. 

I’m a trial—but after all I’m 
Mrs. Customer. 
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“Quality First’ Sells $10,000 
Yearly in ‘Toys 


Progressive Merchandising Policies ‘That Created Sales for R. C. Freihube 





LMOST any hardware man who has made a 
success of selling toys will tell you that it 
is really only the higher grade of toys that 

are profitable to handle and R. C. Freihube, of 
Milwaukee, is no exception to the general rule. 
That Mr. Freihube’s store is located in a resi- 
dental section, only a few minutes by street car 
from the downtown district where numerous 5 
and 10 cent stores and department stores special- 
ize on cheaper toys, only emphasizes the fact that 
quality toys are the better sellers. 

Toys have been an all-the-year-around proposi- 
tion with Mr. Freihube for several years, and 
while, naturally, his biggest sales on them come 
in the few weeks just before Christmas, he has 
found that it is profitable to devote at least half 
of his basement to them the balance of the year. 
This basement measures 60 by 70 feet and dur- 
ing the slacker toy season part of it is used for 
house furnishing items, but about the middle of 
October everything of the kind is moved into the 
store room and the Christmas toy stock fills the 
entire space. At that time special purchases aug- 
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ment his stock until it will run to approximately 
$5,000 from which Mr. Freihube finds it rapidly 
reduces itself until at inventory time immedi- 
ately after the holidays it is down to around $600. 
The stock is then kept around the $600 mark 
until in the late fall, wHen it shoots up again with 
the Christmas stock. 

The sales volume will amount to about $10,000 
annually, of which 75 per cent comes in Novem- 
ber and December, with the balance spread 
rather evenly through the other ten months. Dur- 
ing the holiday season a surprisingly large por- 
tion of the sales are of Christmas tree ornaments 
and lights. Electrically operated toys are also 
becoming quite a factor in the total sales, grow- 
ing rapidly in popularity from year to year. Last 
year’s sales of electrical toys ran well over the 
$500 mark. 

As soon as the holiday stock arrives in Octo- 
ber, Mr. Freihube uses one of ‘his display win- 
dows continuously for toys up until Christmas 
and at the same time advertises them regularly 
in a little local neighborhood paper. 








real estate deals instead of sticking to his job and learning the business: “Wait! Florida will 


DVICE to a young retail hardware salesman who wants to go to Florida and get rich quick on 


be there long after the ten or twenty million people who are going there this winter have come 


back home and gone to work.” 
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The First Award of $50 went to Gartner Hardware Co., of Wyandotte, Mich., for this attractive, sales-getting 
display in which each item was neatly priced 


Winning Baseball Displays 


sales appeal were features of the 1925 

baseball window display contest, held 

from April 4 to July 5, under the auspices of 
the Winchester Repeating Arms Co. 

The first award of $50 went to the Gartner 

Hardware Co., Wyandotte, Mich., for the at- 


| | NUSUAL ingenuity coupled with unusual 





tractive display illustrated on this page. 

The second award of $25 was won by the 
Indianola Hardware Co. of Indianola, Iowa, and 
the third award by the Dressler Hardware Co., 
Los Angeles, Cal. 

Awards of $10 each went to the following 
companies participating in the contest: Dress- 








The winner of the Sec- 
ond Award of $25 was 
the Indianola Hardware 
Co., Indianola, [Towa 
(Chicago District) 
A miniature baseball 
game hotly contested by 
the club of “the old 
woman who lived in a 
shoe”’ 
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The background of 
Dresslar’s window was 
a real board fence 
with a gate cut in the 
center. A painted 
drop showing a base- 
ball field may be seen 
through the gate. The 
players were cut from 
cardboard and set out 
from the drop, mak- 
ing a startlingly real- 
istic effect. 








lar Hardware Co., Los Angeles, Cal.; Cantrall H. M. Sanders Co., Boston, Mass.; Wilson Hard- 


& Wolever, Fredonia, Kan.; E. H. McGowan, ware Co., Boulder, Col.; Turner Hardware & 

West Branch, Mich.; Emigh-Winchell Hdw. Co., Implement Co., Modesto, Cal., and Fred C. Birk, 

Sacramento, Cal.; Steel Hardware Co., Wichita, 
Canton, Mo. The judges were J. Clark Coit, 


Kan., and H. R. Ritter, Grinnell, Iowa. 


The winners of the $5 award were as follows: J. H. J. Adams and R. H. Heller. 








A Book Case With Hand Cut Veneers 


N these days of machine production it is inter- 
| esting to see an example of what can be done 
with a simple handsaw wielded by a man who 
knows how to use it. The bookcase shown in the 
cut was made many years ago by Henry Wolcott 
of Rex, Ga. It is built of Georgia pine with finely 
figured walnut veneers. These veneers, which 
are 14 inches by 4 inches and only 1/16 inch thick, 
were cut from the log entirely by hand by Mr. 
Wolcott with a Disston hand saw purchased in 
1843. Mr. Wolcott and the saw he used are shown 
in the picture. The cabinet is 9 feet high, 4 feet 
wide and 20 inches deep. It still is in good condi- 
tion. 

The saw used in this work was made at a time 
when the saw industry in the United States still 
was in its infancy. The steel for it was imported, 
as no saw steel was made in America at that time. 
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Wholesaler or Jobber—Which? 


By Hal W. Brown 


October 22, 1925 








HaArpWARE AGE recently received a letter from George H. Bunting, president 
of the Bunting Hardware & Machinery Co., Kansas City, Mo., in which exception 
is taken to the indiscriminate use of the title jobber instead of wholesaler. In his 


letter, Mr. Bunting says: 


‘In talking to my brother-in-law, Mr. W. P. Munger, President of the Burn- 
ham-Munger Root Dry Goods Company of this city, we discussed the fallacy of 
wholesalers in all lines of endeavor using the unfortunate title of jobber. 

“Mr. Munger and associates are starting a campaign to eliminate that fea- 
ture of the wholesale situation, and I am, therefore, enclosing you herewith an 
editorial by Hal W. Brown, of that organization, in that connection which is self- 


>> 
explanatory. 














T is said that the first step on the road to 
manhood is self-respect. The man who 
makes no objection to being called a beg- 

gar, a bum, and a panhandler is hardly con- 
sidered worthy the charity he asks. But when 
he refuses to allow such terms to be used about 
him, there begins to be a chance for his redemp- 
tion. 

When the time comes that the wholesale dis- 
tributors of this country develop enough self 
respect to refuse to be called “Jobbers,” there 
will be some hope of their salvation: for the 
word “Jobber” means literally, trickster, faker, 
trader, hawker and bunco-steerer. All these 
qualities together with the idea of broken and 
ill-assorted lots, cling to the under side of the 
word, as it were, and-give it an evil odor. We 
try to ignore it until some concern which sells 
direct says to one of our customers with a 
sneer: “Oh, do you buy from jobbers?” 

Some day we look for the fool-killer to come, 
and when he does, one of his early victims will 
be the man who said that a rose by any other 
name would be just as sweet. It is a false 
philosophy. That man might have known 
something about flowers, but he knew nothing 
about human nature, for names count tremen- 
dously in human affairs. A name is the very 
spirit of the thing it stands for. It lends to, 
or detracts from its qualities. The form of a 
written name, or the sound of a spoken one 
creates for us the mental vision of the thing. 
By a single name an object is brought in all 
its complexity to our comprehension, and by 
a single name we pass on to others our own 
conception of it. So when we call ourselves, 
or permit others to call us “Jobbers,” we are 
condemned from the start. 


What’s in a name? Everything. 

Other industries have recognized this long 
ago. Real Estate Agents knew that the name 
“Agent” carried with it the suggestion of a 
commission to be paid. Today they are Real- 
tors. Bond Brokers felt the same way about 
their name, and they are now Investment Com- 
panies. Butcher Shops knew it was poor pol- 
icy to accent the killing part of their business, 
and became Meat Markets. No Coffin Manu- 
facturer can be found in the directory, but 
there are plenty of Casket Companies, for a 
coffin suggests only death, but a casket calls 
to mind’a beautiful receptacle for one’s pre- 
cious possessions. In the Automobile Industry 
there is not a single secondhand ear, but if 
you want a Used car any dealer has them by 
the score. And one might go on and on adding 
to the list. 

Yet we allow our business in which such 
large capital is invested to be called by a name 
that carries with it all sorts of offensive asso- 
ciations, and which gives no suggestion what- 
ever of the dignity, or quality of the service 
we render. We even speak of ourselves as 
“Jobbers,” and mills advertise their products 
to the retailer with the notation at the bottom 
of the advertisement that the goods are stocked 
by local “Jobbers.”’ 

The term “Wholesale Distributor,” is per- 
haps a little unwieldy, but it is infinitely bet- 
ter than the word “Jobber,” until some better 
single word can be devised. Then let our en- 
tire industry banish forever this name that 
smacks of trickery, and short lots, or at least 
leave it for the use of those who deal in old 


bottles and rags. 
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Assault on Mrs. J. 
Kendall. 


While police and relatives of 
John Kendall, 119 Sherwood da 
waited in her home Thurg{lin 
morning for the return of a 












Samuel Saba, 45, Held f dler, was taken in 
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peddler who, Mrs. Kendall char 
assaulted her in her home Wednes 
day, Samuel] Saba, 45, a linen ped 
dler, 111 Burnet av, called at th 
house and was placed under arres 
by Detectives Thomas Hayden an 
Edward Dillon. He is being hel 
at police headquarters on an ope 
charge 

Mrs. Kendaljl contplained to th 
police of being attacked Wednesday 
and a close watch was kept at thé 
‘place. She sajd*that when the mar 
|\left the house Wednesday he tossed 
;an imitation pearl necklace on thé 
floor and said. he would be back 
Thursday at 10 o’clock. It was after 
11 when he arrived. 

The complainant, the mother of 
four children, was working in her 








home yesterday when the man 
rapped at the door She admitted 
him and he unstrapped two heavy 
suitcases and displayed the con; 
tents. Mrs. Kendall asked him if he 
had any coatlining and the peddle 
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“Glorified Peddler’’ 


Becomes 





met her request by grabbing her an 
forcing her into a bedroom, Mr 
Kendall screamed and fought bac 
A well directed blow sent him sta 
gering through the doorway and | 
hurriedly left the vicinity. 

About a year ago, the police sa 
another woman living in Sherwoo 
av.. was attacked by a peddler who 
called at the house. 

There have been many complaint 
regarding the actions of the peddle 
who Mrs. Kendall siys attacked her 
Police say that the arrest of .Sab 
will put a stop to the practice.’ 

When arrested Saba denied hav- 
ing attacked Mrs. Kendall. He will, 
be questioned further Thursday aft-: 
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‘Kissing’ Peddler 


(From the Syracuse Telegram) 
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Sells $4,900 
Yearly in 





T is not often that one meets a hardware 
| retailer who has the happy faculty of looking 
his store “square in the face” and then tell- 
ing himself honestly what he sees that is wrong. 
However, in the following article J. C. Rasmus- 
sen, of Rasmussen and Laurent, Crookston, 
Minn., analyzes his store in a most interesting 
manner as to the sales possibilities of sporting 
goods and tourists’ supplies. In order to fore- 
stall any idea that Mr. Rasmussen may be a mere 
theorist with the habit of preaching what he 
does not practice, the figures showing the aver- 
age stock carried and is approximate total sales 

of various sporting goods items are in order. 
Stock Sales 








Ammunition ..................$ 800 $2,400 
ee 300 650 
Fishing Tackle and Camp Supplies 390 1,500 
Baseball Goods ................ 150 350 

0 a $1,550 $4,900 


In speaking of his success with sporting goods, 
Mr. Rasmussen says: 

“Minnesota, with her thousands of beautiful 
lakes, wonderful forests, improved roads and 


Sporting Goods 






good camp sites, is rapidly becoming the Mecca 
for pleasure and health seekers from all sections 
of the United States and Canada. 

“Many of these travelers, especially those from 
Montana, North Dakota and the Canadian Prov- 
inces, have been coming through our city and 
most of them have stopped for various periods 
to take advantage of the facilities offered by our 
tourist camp, which is said to be one of the finest 
in the Northwest. 

“For the convenience of tourists and citizens, 
the City Park Board has had installed band- 
stand, playground equipment, swimming pool and 
bath house, as well as stoves and the many acces- 
sories pertinent to a first class tourist camp. 

“The camp ground is situated within the city 
limits, not more than five blocks from the busi- 
ness center and within a bend of the Red Lake 
River, the shores of which are lined with stately 
elms and ash. 

“Our store is located on Broadway, the prin- 
cipal thoroughfare of the city, and directly 
across the street from one of the leading hotels. 
Tourists have been passing by, in increasing 
numbers, from year to year, but it remianed for a 
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traveling salesman and an experienced ex-retailer 
to jar us from our lethargy and open our eyes to 
the possibilities of securing a share of this poten- 
tial business. 

Prior to 1925 we had made no effort, to speak 
of, to secure any of this business, carrying only 
a limited stock, but this year, due to this man’s 
insistent persuasion, we were induced to remodel 
our store and install a moderate stock of sport- 
ing goods. 

“Although we have as yet carried no radio, golf 
or tennis goods, the results obtained thus far 
have been very satisfactory, our sales having 
increased approximately 30 per cent over the 
same period of last year. 

“This has acted as a stimulus to further efforts 
and it is very likely that another and future 
years will see additional lines in our sporting 
goods department. 

“By the way, we think so well of this depart- 
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ment, that we have given it the most prominent 
place in the front part of the store. Here, also, 
we furnish tourist information and road maps. 

“Some attention has been given to window and 
newspaper display, with very gratifying results, 
which, in our opinion, proves that advertising 
pays. 

“With the many problems occupying a hard- 
wareman’s time, we have neglected to keep an 
accurate record of the number of tourists who 
have visited our store, but we are confident that 
more than 700 of these ‘nomads’ have entered 
our doors during the season. 

“The hunting season will soon be here and we 
are looking forward to a very good trade; have 
laid in an ample stock of guns and ammunition 
and camp supplies. 

“The possibilities of improvement have not 
been exhausted, by any means, but we feel that 
we are getting out of a rut.” 


Avoiding Squabbles Between the 
Merchant and His Landlord 


HIS letter from a New Jersey reader gives 
me a chance to relieve my mind: 

“Will you be good enough to advise me 
who is responsible for the plate-glass show win- 
dows in a store, the tenant or landlord, providing 
it is not mentioned in the lease? 

“IT am opening up a new store and am doubtful 
as to whether I am obliged to carry insurance on 
windows while occupying store or whether this is 
a landlord’s liability. 

“Also, when new windows are put in is it the 
landlord’s duty to have the windows cleaned the 
first time before turning same over to tenant? 
As you know, the new windows are usually full of 
paint spots, grease, etc. 

se os 


The italics in the first paragraph are mine. I 
draw attention to them in that way so they may 
serve as the text of most of what I shall say in 
answer to this letter. 

The question of repairs ought to have been 
mentioned in the lease. Everything that can 
arise between a landlord and tenant out of which 
a controversy may arise, should be settled before 
the lease is signed, and then put in it before the 
signatures are affixed. 

Possibly this is done once in every ten times. 
Certainly not oftener. Sometimes carelessness in 
preparing and executing a lease goes even fur- 
ther. Let me cite a case which went through my 
own Office. A landlord and tenant were about to 
execute a ten-year lease on a store building. Cer- 
tainly a lease lasting that long ought to be care- 
fully considered. The landlord prepared the lease 
in such a way that the tenant was obliged to make 
all repairs, both inside and out. He was also 
bound not to sub-let. The tenant’s family was 
small. He used the first floor for his store and 
lived on the second. The third floor had a pri- 
vate entrance and he had decided to sub-let it in 
order to reduce his rent. Therefore he refused to 


sign the lease with the prohibitory sub-letting 
clause in it and after a little argument the land- 
lord gave his consent to sub-let. 

The tenant also demurred at being expected to 
make both external and internal repairs, and it 
was finally agreed that the landlord should make 
outside repairs and the tenant inside. 

Then they signed the lease in its original form, 
without making either of these changes, on the 
landlord’s statement that “it would be all right.” 

From then on, for about three years, the land- 
lord repaired the outside of the property and the 
tenant the inside. Continuously the tenant sub- 
let his third floor. Then rents began to advance 
and soon were twice the rental named in this 
lease. The landlord, smelling around for a chance 
to break the lease, began a proceeding to oust the 
tenant on the ground that he had sub-let, although 
the lease said he couldn’t, and also because he 
hadn’t repaired the outside of the property, al- 
though the lease said he must. - 

A very valuable lease with seven years to run 
was at stake. The tenant brought the matter to 
me at this juncture. To make a long story short, 
he won his case and remained in the property, 
but it cost him considerable money to do it. 

In my judgment carelessness in the execution 
of a lease can go no further. 

Now to get down to this question. It has been 
held that a tenant who signs a lease binding him 
to make all repairs, or to keep the premises in 
repair, or generally to do the repairing, is obliged 
to do all the repairing that needs to be done. This 
includes replacing plate-glass windows whether 
he breaks them himself or not. Therefore to pro- 
tect himself, he should carry plate-glass insur- 


ance. 

(Copyright, October, 1925, by Elton J. Buckley, 

E'sq., Counsellor-at-Law, 643 Land Title Building, 
Philadelphia, Pa.) 
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the Profit Season, Is Here! 


Are You Featuring Seasonable Ware? 


summer’s dress of green to gold. The coun- 

try is dressed in her prettiest. Spring’s 
sowing has filled the “horn of plenty” to over- 
flowing. Everybody seems to feel a little more 
prosperous. 

The brisk air quickens the step. There is more 
action everywhere. It is an ideal time to do 
things. It is an ideal time for dealers to make 
money. 

Feature your ware that has an autumnal ap- 
peal. If you cater to the sporting trade, you, of 
course, will want a display of guns and ammuni- 
tion during the hunting season. That’s season- 
able merchandising which appeals to the men. 

But you will also want a display that appeals 
to that mighty queen who controls the family 
purse strings—who spends 80 per cent of the 
national wealth—the housewife. For successful 
present day merchandising you must do every- 
thing possible to invite the housewife into your 


| HE Midas touch of autumn has transformed 


store. To accomplish this a display like the one 
illustrated here is ideal. 

This display breathes the very spirit of the 
season. The fall atmosphere is obtained by using 
corn shocks and pumpkins. You will notice, too, 
that both the pumpkins and the corn are directly 
allied with the utensils in the display. Pie plates 
are arranged around the pumpkins suggesting 
their use for making pumpkin pie. Corn cake 
pans are effectively displayed with the corn as 
the background. 

Obviously the big central feature of the dis- 
play is roasters—a fine layout for the pre- 
Thanksgiving season. As a means of stimulat- 
ing interest and demonstrating the versatility of 
the oblong roaster, a few of its many uses are 
illustrated in the central foreground. You will 
notice apples in one of the roasters suggesting 
its use as a container for preparing fruit or vege- 
tables in the oven. Another roaster contains six 
quart jars of peaches and shows what an admir- 
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able utensil it makes for cold pack canning. The 
roaster that is slightly elevated carries a little 
hand-lettered card reading: “Ideal for that 
Thanksgiving turkey.” 

The sauce pan on the first shelf of the display 
stand is filled with cranberries. It helps add 
color and ties up with the main theme of the dis- 
play by being seasonable and appealing to the 
appetite. Various styles of roasters are placed 
on the other shelves of the central stand. Due to 
the variety shown there is sure to be a roaster to 
appeal to families of every type and size. And it 
gives you a chance to sell two roasters to the 
same housewife; or at least make one sale even 
though she already has a roaster at home. 
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A pancake griddle with a syrup pitcher is 
shown on one of the side pedestals and a waffle 
mold on the other. Other items that are also 
especially seasonable for fall sale are shown in 
other parts of the window. 

The points of merit worthy of special mention 
in this display are the autumnal setting, the har- 
mony of the bright shining aluminum with na- 
ture’s beautiful colors, the seasonableness of the 
items shown and the elevation of the merchandise 
on display stands which gives the display a well 
balanced appearance and focuses attention on the 
principal items. 

The general plan of this window is easily fol- 
lowed. And it is worthy of emulation. 





Sells $3,200 in Radio During September 





a * ae = 
, & ‘ ¥ a as 
. - ~ 4 int ¥ - 
m a . wad oe “a a 
. is ¢ val ————— 
, a oe 


AN a hardware store profitably handle radio? 
That is a question that has been weighed and 
pondered over by individual hardware men 

and groups of hardware men ever since radio 
began to be developed. And a peculiar thing 
is that the dealer who answers in the negative 
usually seems to be the man who hasn’t tried it. 

The question arose in the store of the Nicholas 
Hardware Co., Oak Park, Ill., just about a year 
ago and it was wisely concluded that the only 
way to arrive at a satisfactory answer was to put 
in a stock and see what happened. Consequently 
V. C. Murdey, manager of the electrical appli- 
ance department was instructed to go ahead and 
about Sept. 1 of last year a stock of approximate- 
ly $2,000 was bought. Up until the early summer 
of this year the sales totaled around $17,000 and 
then the usual summer lull in radio sales put an 
end to the first year’s season. 

The Nicholas Hardware Co. are firm believers 
in planning their work and profits ahead, and 
among other details which have been worked out 
is a monthly sales quota for each department. The 
schedule for the radio department for this year 
started with the month of September and called 
for $3,000 sales for that month, $7,500 for Octo- 
ber and for the entire season ending with April 
$35,000. Of course the desired quota and the 
actual sales may be considerable distance apart 
but the actual sales for September ‘were $3,200 
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or $200 in excess of the goal set, and there is 
every reason to believe that the firm will be able 
to turn the stock, which now inventories around 
$3,000, from 8 to 10 times this season. 

At the time when the radio department was 
first installed the Nitholas company operated, 
besides their main store, a branch store and 
since that time have acquired still another 
branch. The figures for last year’s sales are 
from the main store and one branch and this 
year’s from the three stores. However, 75 per 
cent of last year’s sales as well as of this year’s 
September sales were made at the main store. 
Some pessimist will probably say, “I told you 
so—one store can sell radio while another store 
in a little different surroundings can not” but 
the branch stores are admittingly not selling 
more radio because they are not pushing it or 
even stocking it beyond two or three manufac- 
tured sets of different sizes and a small amount 
of accessories. 

On the other hand the main store maintains 
a fully stocked department near the front en- 
trance and devotes an entire window to radio 
during most of the season. Ninety per cent of all 
sales are on manufactured sets, ranging in price 
from a few dollars to several hundred and the 
balance of the volume is made up of such acces- 
sories as aerials, loud speakers, ear phones, 
batteries and the like. 
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The Simplicity of the Speed 
Lettering Pen 


UCH modern inventions as 

the Speed Lettering Pen 

have placed the knack of 
lettering within the ranks of the 
masses and instead of throwing 
professional show card writers 
out of a job has benefited the 
craft in general by creating a de- 
mand for hand lettered show 
cards. 

The mere fact that show card 
writing is being successfully 
taught in trade and public schools 
shows that this accomplishment 
is not only for the “artistically 
inclined.” There are many art- 
ists who are proficient letterers, 
but many more proficient letter- 
ers who are not artists. When 
one stops to consider that there 
are but twenty-six letters in the 
alphabet and only nine different 
key strokes to learn in order to 
construct these letters, it is very 
evident that with proper instruc- 
tions and modern appliances any 
intelligent person who under- 
stands the importance of appli- 
cation can soon produce legible 
show cards. 

The single stroke half-block 
letters, G, H, I, J, K, L, M, N, O 
constitute the second installment 
lesson on this alphabet. The be- 


By Joseph Bertram Jowitt 


ginner will make much better 
progress by concentrating his 
practice work on groups of six 
or more letters at a time instead 
of practising at random from a 
complete alphabet. 

The reader’s attention is called 
to the illustration of the hand 
showing the correct position in 
which the pen should be _ held. 
The round bill of pen should at 
all times be kept flat on the sur- 
face to be lettered. The holder 
is held firmly between the thumb, 
index and middle fingers, while 
the hand rests on the lower wrist 
joint and the little finger. 

The fingers should not be 
cramped. USE A FULL ARM 
MOVEMENT. This is very im- 
portant. Pressure on the pen will 
cause the writing fluid to flow— 
and will make the line uniform. 
Rest the pen for an instant at the 
end of each stroke to assure 
rounded terminals. 

It is a good policy to practise 
the nine key strokes as illustrated 
in all directions before attempt- 
ing to copy the perfect letters. 
In making all perpendicular or 
upright strokes the pen should be 
drawn downward and from left 
to right, starting at the top guide 


line. Do not push the pen up- 
ward. The pen should be removed 
from card when within a frac- 
tion of the bottom guide line and 
a short block stroke evens off the 
basic strokes. 

Almost any kind of show card 
ink will work well in these pens 
if used not too thick. India ink 
seems to be given the preference 
on account of its free flowing 
qualities. Use cardboard which 
has a fairly smooth surface. 
Place the card to be lettered 
squarely in front of you, slightly 
to the right. Each pen has a 
reservoir attached to the point 
which permits the writing of sev- 
eral words if the pen is dipped 
deeply enough to fill it. Immedi- 
ately after dipping pen in bottle 
rest the underside of the nib on 
the bottle neck to drain off sur- 
plus ink. This will prevent blots 
or drips of ink upon your work. 
Unlike any other style of letter- 
ing pen these pens will stand a 
great amount of pressure with- 
out bending or breaking. 

The beginner should try to 
keep his design of lettering well 
balanced, avoid crowding of 
words or making the size of let- 
ters too large for the space. A 
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well arranged layout of small 
lettering is easier to read and 
looks better than trying to fea- 
ture every line of lettering in big 
type. <A red underline will in 
most cases be far more effective 
than large letters which give the 
appearance of being crowded. 

The nine simple key strokes as 
illustrated at the bottom of the 
alphabet plate are self explana- 
tory. Beginning with key stroke 
No. 1, the arrow points in what 
direction the stroke is taken, 
starting at the top guide line. 
This is the first stroke taken in 
making the capital letters B, D, 
me wm. é, & L, ©, HK, P, R, 
T, U and Y. 

Stroke No. 2 is generally a 
short horizontal stroke used in 
constructing letters A, E, F, G, 
H, L, T, Z. It is the center stroke 
in the letters A, E, F, G and H, 
and the top and bottom strokes 
in the letters L, T, Z. — 

Stroke No. 3 is the right loop 
stroke used in constructing the 
letters B, D, P, R. 

Strokes No. 4 and No. 5 are 
known as the right and left angle 
strokes and are used in making 
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the letters A, M, K, N, V, W, X, 
Z 


Stroke No. 6 is a crescent or 
semi-circle stroke which is made 
both right and left and is the 
basic stroke used in the construc- 
tion of the letters C, D, G, O and 


Q. 

Strokes Nos. 7, 8 and 9 are the 
full strokes used in constructing 
the letter S, No. 9 being the bot- 
tom stroke of the letter J. The 
beginner should concentrate his 
practice on the nine elementary 
strokes before attempting to copy 
the letters. 

In order to ascertain the cor- 
rect angle in which the pen 
should be placed on the paper the 
beginner should take a yard stick 
or a thick ruler and rest the pen 
against the ruler in drawing 
lines. Guiding the pen in this 
manner will soon show you just 
how it should be placed on the 
card. 

The basic part of the lower 
case letters should be one-third 
the height of all capital letters. 
The lower case letters which ex- 
tend above the base guide line 


a9 


are b, d, f, g, h, i, j, k, 1, p, q and 
yv, this would bring them on the 
same line with the capital letters. 
The lower case letters which 
are wholly within the base guide 
line are a, c, e, m, n, r, Ss, U, V, 
wand x. Those which extend be- 
low are g, J, D, G, y. 

The nine key strokes apply to 
the lower case letters as well as 
the capital letters. 

The beginner should know that 
noedefinite rule can be laid down 
for the spacing of letters on a 
show ecard; this will come nat- 
urally after the beginner has 
mastered the fundamentals of 
lettering. For instance, all round 
letters, such as C, D, G, O, S, Q, 
should be spaced a trifle more 
closely to each other. And the 
full space letters, such as M, N, 
B, H, K, R, U, X, Z, E, should 
have more space between them. 

All open space letters W, Y, V, 
P, T, L, J, A, F, should be more 
closely spaced together on ac- 
count of their open shape. 

Words should not be divided 
at the end of a line as it spoils 
the appearance of the card. 
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The simplicity of lettering with the Speed Lettering Pen, is shown in the above alphabet 
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A Book Review 


The Private and Confidential General Letters of EK. C. Simmons 
to His Sales Force 


By SAUNDERS NORVELL 


(Contiaued from first article in HARDWARE AGE, of Oct. 8, 1925.) 


letters, was not backward in claiming 

credit for The Simmons Hardware Com- 
pany for successful new ideas and progressive 
steps forward in the hardware business. How- 
ever, it must be remembered that these letters 
were written to his own salesmen and he never 
for one moment dreamed that they would ever be 
given to the public. 


* * * 


Mi SIMMONS, it will be noted from these 


Nevertheless, since the book has been published, 
we must repeat that these letters are a valuable 
contribution to the history of the hardware trade. 
It no doubt would have been better if they had 
been edited more carefully and if they had been 
published with explanations; still, even in the 
rather crude form in which this book is printed, 
the matter of these letters is so interesting and 
they are so well written, with so much vitality, 
that there are few series of letters that I have 
ever read that will compare with them. 


* * ** 


Most of us of course have read the letters of 
Ambassador Page to President Wilson. These 
letters hold our attention, not only on account of 
the inside history they give of dramatic events on 
the world stage, but also on account of their 
personal and intimate character. In a similar 
manner, one’s attention is held by these letters 
of Mr. Simmons to his salesmen, making history 
in the hardware business. Before you, as you 
read, passes the panorama of the events that led 
to the building up of a great business. 

oe * * 


Mr. Simmons constantly preached and also 
practiced industry and frugality. He upheld all 
of the virtues. He denounced drunkenness, 
gambling and all other vices. In all of his letters 
when corresponding with a salesman who sought 
a position, he would inquire: “Do you drink? 
Are you even what is known as a moderate 
drinker? We have no use in our organization for 
drinking men.” In a period of hard drinking, The 
Simmons Hardware Company was a sober house. 


* * * 


He also, above all things, abhorred crooked 
business dealings. If a salesman or an employee 
showed the signs of a yellow streak, he was 
promptly dismissed. It is surprising, in the long 
and successful history of this business, how small 
the losses were from crookedness. I remember 


only one or two instances of stealing. One 
gentleman who worked in the credit department 
in the early years—a man with a good position 
and a good salary, I remember could not resist 
the temptation to carry home soap and towels be- 
longing to the organization. He was exposed by 
a stenographer and his disgrace was very pitiful. 
He could not secure another good position. In 
years afterward I met this man and had a chat 
with him. He was very seedy. He had thrown 
away his opportunity. 
* ok * 


In another case there was an employee, a first- 
class stock clerk, one of the best stock clerks I 
ever knew, who was caught stealing tools. He 
was dismissed. Later, when I had gone into busi- 
ness for myself, this employee appealed to me 
and out of pity I gave him a position. It was not 
long before we caught him stealing from us. It 
is a curious thing about thieves. While men may 
cure themselves of other vices, I very much doubt 
that a thief ever actually reforms. 


* * * 


These letters of Mr. Simmons are full of moral 
teachings. He could write such letters, and they 
were received and read with respect, because he 
himself was a man of the most exemplary habits 
and character. 

His letters are full of business maxims. He 
was a great believer in cheerfulness. He con- 
stantly preached, not only the advantage, but the 
duty, of being cheerful. He had no respect for 
the grouch, for the man or the woman who in- 
dulged in the pleasure of self-pity. 


* * * 


He carefully studied the conditions of the times 
and then he regulated and managed his business 
with an iron hand according to the conditions 
as he saw them. In good times, when business 
was brisk, woe to the buyer who was out of goods! 
In bad times, when business was slow, collections 
were bad and there were financial troubles ahead, 
woe to the buyer who bought too much! 


* * * 


What I say here, I think, is very important. 
Mr. Simmons once said to me—“There are few 
men you can trust to do a thing with discriminat- 
ing judgment. Most men do too little or go too 
far.” Therefore in bad years, time after time, in- 
stead of instructing buyers simply to use their 
judgment and buy carefully, he would give per- 
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emptory orders to the buyers not to buy anything. 
I have known the organization to run for months 
practically without any buying. Sometimes when, 
as a sales manager, I protested on account of our 
shorts, Mr. Simmons would say: “I can not trust 
these buyers to buy. If I give them an inch, they 
will take a mile. The only safe plan in order to 
trim our sales is to sell all we can, collect all we 
can and not buy a dollar’s worth of goods.” If 
all of us had adopted this policy in 1920, think of 
the fortunes we would have saved! : 
* * * 


Here is a copy of a letter written to me by Mr. 
Simmons on Feb. 12, 1920. just two months be- 
fore his death: 

“Dear Sank: 

“Thanks for the 12 copies of Drug Topics that just 
came. I can use them profitably. I have not been able 
to write you yet about the Winchester plan. I have been 
sick—a bad cold—but at my office every day until 3 p. m. 

“Will read ‘Winchester’ in a day or two. 

“Our business is too large for comfort. Our sales for 
the first ten days of this month were $898,000 as com- 
pared with $488,000 last February, and still they come. 
Our sales of ‘Futures’ are exceedingly large. One man 
sent in Futures in one batch for $46,000 worth of goods. 
Country merchants are borrowing money from the banks 
(when they can) to buy and have shipped now seasonable 
goods that we ordinarily call futures for fear they won't 
get a full supply if they wait as they did last year—and so 
it goes. People are crazy, mad, blind. 

“IT am getting very pessimistic and saying ‘Look out 
for breakers this fall.’ 

: “(Signed) E. C. S.” 


Stop and think of the accuracy of this prophecy! 
The business slump in the United States with the 
terrible shrinkage in inventories, you will remem- 
ber, started in the summer of 1920 and in the fall, 
just as predicted by Mr. E. C. Simmons, the busi- 
ness reaction was under full swing. 

Quotations from Mr. Simmons’ general letter entitled: 
“Fifty Years’ Review of the Hardware Business of the 
United States:” 

There have been seven distinct eras or epochs in the 
hardware business in the last fifty years, in which we took 
a very active part: 

(1) Theeraof Traveling Salesmen, coming about 1865. 

(2) The era of Special Brands, beginning in 1870. 

(3) The era of Incorporations, commencing in 1874. 

(4) The era of Sporting Goods, Guns, etc., added to 


hardware in 1876. 

(5) The era of paying salesmen what they were worth 
based on their results, or profit sharing. 

(6) The era of Illustrated Catalogs, 1880. 

(7) In 1895, the era of large Hardware House build- 
ings situated upon railroad tracks for quick and economic 
service. 


Some of Mr. Simmons’ Slogans and Maxims 


The recollection of quality remains long after the price 
is forgotten. 

Promptness is the essence and vital force of all good 
business, especially prompt payments. 

Prompt payments are the best evidence that a man is 
good. 

Go after trade and don’t wait for it to come after you. 

Energy is an absolute requisite to business success. 

Always get your money before you spend it. 

Order goods often as needed; don’t hold to make up a 
large order. 

Buy what you need and nothing else, and in quantities 


to suit. 
If you do fairly well be satisfied and thankful. 


If you are contented you are rich. 

Temperance and industry mixed with good nature are 
excellent physicians. 

Talking too much is like an exchange of saliva for ice 
water. 

When taking medicine take it with a smiling face, and 
the same with disagreeable things in business. 

Don’t keep your good nature down in your boots. Hang 
it outside where people can see it and be happy with tt. 

A grasp of the hand and a pleasant smile often sells a 
bill of goods. 

True politeness emanates from a kind heart. 

Purity of mind should go hand in hand with purity 
of body. 

Five minutes’ review of the day in private each night 
often makes a success of what had before been a failure. 

The “Golden Rule” properly applied is good religion 
for business. 

Don’t hesitate to try a sample of new goods. The world 
is moving on. 

Avoid promises—they are thin ice and dangerous. 

Never allow an untruth to be hinted at, intimated or 
spoken in your business. 

Have your desk near the front door. Welcome your 
customers even if you can’t wait on them. 

The way to wealth is as nlain as the way to market— 
can be said in two words—industry and frugality. 

Enthusiasm is a loadstone in business. Cultivate it, 
you can’t buy it. 

Work is not man’s punishment; it is his reward, his 
strength, his glory and his pleasure. 

Better cry OVER your goods than to cry AFTER them. 

It is a merchant’s duty to ennoble his business by his 
integrity and absolute fairness. 


Quotations from Mr. Simmons’ General Letter Dated 
Jan. 16, 1891 


Employing Customers’ Sons 


In times past I have frequently received letters from 
our salesmen telling me about the son of one of their cus- 
tomers, or nephews, or some other young man who was 
ambitious to get a position in this store. They have be- 
come so frequent that I must now ask you to discourage 
applications of that kind. We have on file a very large 
number, sometimes many hundreds of names of parties 
applying for positions, who live in St. Louis, who can be 
taken on trial, and if at the end of thirty days they do 
not seem to be apt, or suited to our business, they can 
easily be let out and no harm done. If we take the friend 
or relative of a customer, it seems almost inevitable that 
when we find he does not suit our business and dispense 
with his services, we create ill feeling and sometimes en- 
mity. I therefore beg to discourage that kind of business 
for the future, as far as lies in your power. 


Christmas Cards 


During their recent visit a number of the salesmen asked 
my opinion about the policy of New Year’s and Christmas 
ecards. I therefore take this occasion to express it pub- 
licly. In my judgment a nicely written letter of a few lines 
to your customer, thanking him for his past year’s patron- 
age and expressing your best wishes for a happy and 
prosperous New Year, will accomplish far more than any 
card you may get up, and I look upon Christmas cards 
and New Year’s cards from the salesmen to their cus- 
tomers as in most cases a waste of money. Further than 
that, it sometimes renders them a subject of criticism if 
they have not been extremely careful in the preparation 
of the matter. 

Expense Accounts 


This being the opening of the New Year, I must touch 
again upon that delicate subject, “expense accounts,” and 
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commend to every man the necessity for great watchful- 
ness on his part to keep his expense at the extreme min- 
imum. I could not help being impressed with the very 
frank and ingenuous remark of one of our new salesmen 
this year, who had been here several days before he re- 
ceived his expense book. When he read under printed 
instructions that we paid no hotel bills in St. Louis, he 
came to me and said, “Is it a fact that you do not pay 
my hotel bills while I am in St. Louis?” I replied, “That 
is the fact.” “Well,” he said, “if that’s the case I must 
seek a cheaper boarding place, as I can’t afford to stop 
at a high-priced hotel unless you are going to pay the 
bills.” I really admired the frankness of the man, and 
he was perfectly conscious of what he was doing and said 
it in a joking way that was quite pleasant. Still, there 
is a moral in this which I wish every man to take home 
to himself; that is, that you so conduct your expense ac- 
count that you can honestly satisfy yourself that you are 
doing it upon the same basis as if you were spending 
your own money. 


Quotation from Mr. Simmons’ General Letter Dated 
June 1, 1891 


Grain Crop—Cotton Crop 


There is one peculiar thing connected with a large grain 
crop which has never been explained to me and which I 
do not understand, and that is that within my experience 
I have noticed invariably that where there was a large 
grain crop there was a poor or small cotton crop. What 
the connection between the two is, is something I cannot 
understand and don’t pretend to, but that the fact exists 
is clearly shown by statistics. 


Quotations from Mr. Simmons’ General Letter Dated 
August 22, 1891 


Cooperation 


I want each one of you representing us to feel that it 
is my strong desire to be in as close touch and sympathy 
with you, and to cooperate with you as strongly as is in 
my power. If there are any of you who do not receive 
that measure of cooperation which you think you should 
have and which you feel would assist you, if you will 
kindly write me and tell me just what you would do if 
positions were reversed—if I was on the road and you 
were managing the house—I will be most happy to give 
any such communication my most favorable consideration 
and most liberal construction. It is my constant aim to 
put myself in your place—in thought at least—and try to 
realize the difficulties of your position. 





Examining Orders 


In examining the orders I am strongly impressed with 
the fact that a salesman will sell what he happens to 
like and think well of, and he will go along the next day 
and the following, and the next week and the week after, 
and sell substantially the same kind of goods, while there 
are lots of goods in his catalog which are equally salable 
to which he pays little or no attention, because his mind 
is running in a groove, and is largely upon the goods 
that he has recently sold. 


Quotation from Mr. Simmons’ General Letter Dated 
February 6, 1892 


Talk to Young Salesmen 


One of our men has asked me what I would claim for 
the house if I was representing S. H. Co. on the road, as 
an argument to induce customers to buy from us, and I 
am very happy to explain that on paper. 

I would first claim that the house is thoroughly straight- 
forward and means to do right. If you convey this idea 
to your customer in a modest way, and always follow it 
up by consistent action, you have already won half the 
battle in controlling his trade. Impress him by your man- 


ner and actions, more than your words, that this house 
always means to do what is right, and if anything hap- 
pens that does not appear so on the surface, that the in- 
tention of the act, at least, was based upon equity, justice 
and truth. 


Quotations from Mr. Simmons’ General Letter Dated 
June 1, 1892 


Prompt Execution of Orders 


I am particularly interested in this matter of prices, 
for the reason that the average profits we make upon 
our goods do not justify us in the time, labor and close 
application that we give to the business. I am not at all 
satisfied with the average prices obtained for goods by 
the salesmen of this house, and I assure you if 1 had my 
capital free from this Company today, nothing would in- 
duce me to reinvest it in the business, providing it re- 
quired my personal, active management. In other words, 
if I was out and had the capital free, I would stay out, 
so far as active participation is concerned. And while I 
say this, I do not want to have it in any manner or sense 
cast the slightest doubt upon my confidence in the future 
of this Company. 

* * * 

You can’t do this business upon the same percentage 
of profit you could the Dry Goods or Grocery business. 
The expenses are too great, yet that is precisely what 


many of you are trying to do. 
* 


* * 


Recently a man traveling through the West stopped at a 
town that seemed to be quite run down and unprosperous, 
and talking to one of the natives there he asked him what 
was the matter with the place. The man replied, “We 
hain’t got no gumption. There’s no get up here. We 
haven’t got a hustler in the town.” Now there is a good 
deal of truth in that about many towns, and it equally 
applies to salesmen on the road. I do not mean our men, 
as I would not pain them by such a reflection. But the 
word “hustler” is comparatively new to me. It may be 
that I do not remember clearly, but I do not remember it 
to have been used in a commercial sense, to any extent, 
until within the last five years; but it seems to me a pretty 
good sort of a word; it is very expressive any way, if it 
is not very elegant, and it does seem to me as though if 
we have any men who are not hustlers it will be a good 
plan for them at the close of this year to find some other 
vocation, because the necessities require that a man should 
be a hustler. In other words, it is the workers, the real 
hard workers, that are accomplishing results nowadays. 
The slow man, the laggard, thé indifferent man, the man 
who gets up late, the man who spends his time smoking, 
talking, playing cards or billiards when on the road, is 
getting left. The man who fails to study his customers, 
who fails to get in close touch with them, who lacks mag- 
netism, and above all and everything else lacks enthusiasm 
in his house and in his goods, is substantially out of place 
as a salesman. The longer I am in the business the more 
I am inclined to take stock in that word enthusiasm. If 
a man has it about his goods or his house he certainly 
can implant it in, or impart it to others. 


Quotations from Mr. Simmons’ General Letter Dated 
August 25, 1892 


Business Is Not Satisfactory 


That is exactly our condition, and I for one never intend 
to see this business go down as long as I am connected 
with it. “Men may come and men may go, but the S. H. 
Co. goes on forever.” Now how to make it go on that’s 
the question. In my judgment the way is to reduce ex- 
penses, and that is the last thing we want to do. If the 
salesmen can and will (and I certainly think they can) 
increase their profits 2 per cent, we can keep everybody 
happy and continue the same fair, average, equitable basis 
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of compensation that has prevailed so long, and which 
has attached so strongly to us our numerous representa- 
tives, as well as those who serve us so faithfully at home, 
but I tell you that the man who does not serve us profit- 
ably this year, unless some extraordinary condition pre- 
vails, will not be re-engaged next year, and I state that 
frankly and without any ill feeling. It is simply a duty 
imposed upon me as the Executive of this Company to 
always do that which seems to be for its best interest. 


Selling Goods Too Cheap 


Talking recently with one of our salesmen he admitted 
that he was weak, admitted that he sold goods too cheap, 
admitted that he did not sell enough of them, but stated 
that he did not believe any other man could do any better. 
What a foolish way of expressing it! We have some re- 
markable examples where a route has been unproductive 
and unprofitable and by putting another man over it, it 
has proved entirely satisfactory and from which we have 
had good results. Don’t let any man deceive himself by 
thinking that no other man can do better than he has done. 
There is always somebody that can do better than you 
or I. I have never thought that I was the best man to 
run this business. I believe that when I pass away—and 
which may be quite soon—there will be somebody else 
equal to the occasion who will not only manage this as 
well but better than I have done. But I want you to bear 
in mind that the management of this Company up to date 
has been—at least in our opinion—conducted on a basis 
of the utmost equity and fairness. 


Quotation from Mr. Simmons’ General Letter Dated 
February 14, 1893 


Use Your Brains 


I have often written you as to what constitutes a good 
salesman; the subject, however, is inexhaustible. I have 
sometimes thought I would write as to what does not con- 
stitute a good salesman. An incident occurred recently 
that brought this to my mind. The incident was as fol- 
lows: A customer came in who had not bought any goods 
of us for some time, and on my asking him why, he said, 
“Well, your salesman is too smart.” I said, “How is 
that?” “Well,” he said, “he came to see me and the first 
thing he had to say was a grumble at the hotel. As it 
happened, my brother-in-law kept that hotel, and I thought 
he might just as well seek some other customer.” Moral: 
Don’t run down the hotel in a town. You can’t tell whose 
toes you are treading on. 


Quotations from Mr. Simmons’ General Letter Dated 
March 15, 1894 


A Losing Month 


The month of February was one of the most unsatis- 
factory months we have ever had, from the start to finish. 
The entire commercial community seemed to feel relieved 
when the month was over. It was a losing month with 
almost everybody. It was a month of storms and bliz- 
zards; a month of depression and dull times, the like of 
which [ have never seen before at the beginning of any 
vear since I have been in business. Our loss in sales in 
dollars and cents, was about 11 per cent, but it repre- 
sented a much greater loss than that to us in point of 
profit, because we were selling a great many more staple 
goods, especially nails and barbed wire, than heretofore. 
When we put our price at $1.10 on wire nails it seemed 
to me it must have the effect of stimulating business. 
It ought to have increased the business of every salesman 
representing this company, whether he sold any wire nails 
or not—simply on account of the influence of our making 
such a low price on a staple article. I cannot believe that 
our salesmen utilized for all there was in it this advan- 
tage which we gave them. It seems to me, had I been in 


your place, I would have let our customers know that we 
had lots of wire nails to sell, and we had them for sale 


cheaper than anybody else. 
Salesmen vs. Drummers 


I have often been asked, what are the qualifications of 
a salesman. I have never yet expressed my views on 
this subject, but I am quite sure if I were to attempt 
to do so I would embrace a few salient points, and say: 

First—They are required to have a thorough knowledge 
of human nature. 

Second—Their personal appearance and demeanor 
should be such as to attract those with whom they at- 
tempt to transact business. 

Third—An ability to present their goods in such a man- 
ner as will win for them confidence and respect from all 
with whom they come in contact. 

Fourth—The strength of purpose to conscientiously and 
fairly treat all business confided to them in a manly man- 
ner, straightforward, honest and governed by the prin- 
ciples of the “Golden Rule.” 


Quotation from Mr. Simmons’ General Letter Dated 
June 13, 1894 


Headquarters Influenza 


In this connection I call your attention to one affliction 
which seems to be a growing one. It is what one of our 
men here has’ been pleased to term—“Headquarters In- 
fluenza.” I am rather inclined to think that this disease 
has been growing with some of our esteemed representa- 
tives and growing unconsciously to them. Please keep 
your weather eye on this and don’t let this thing become 
epidemic, although I suppose it will always be infectious. 
You cannot afford to waste any time at your headquar- 
ters the last half of the year ’94, but should be on the 
road every day selling all the goods possible. I think 
there is going to be a good deal of sunshine in the last 
half of 1894, and you know that is an excellent time for 


“making hay.” 
Quotation from Mr. Simmons’ General Letter Dated 
March 22, 1895 


“Groovy” Salesmen 


My attention is strongly directed towards the fact that 
many of our salesmen have become so “groovy” that they 
have gotten into a rut about calling on one certain set of 
people, and sometimes only one firm in a town. May be 
they came to the conclusion last year or the year before 
that they cannot sell anyone else; probably at times they 
have had some little quarrel or difference with “the other 
fellow,” and therefore have let him alone. This, in my 
judgment, is a great mistake. I believe there are many 
chances of the other parties wanting to buy goods from 
us or from you. You might strike a man just at a time 
when he has had some disagreement with his old house, 
and when he will be quite ready to give you an order or 
renew business relations with us. It therefore should be 
your duty to carefully think over every place you visit, 
and every one in it that is liable to buy goods from you, 
and if there are any old quarrels or differences, try to 
make them up and heal the wounds. Life is too short to 
have any unkind feelings, and the man who does not recog- 
nize this makes a mistake both as to his personal comfort 
and happiness, as well as to the benefit of his pocket book. 


Quotations from Mr. Simmons’ General Letter Dated 
January 28, 1898 


Small Orders 
Another enormous increase in our expense account was 
the necessity of more stock clerks to execute small orders, 
which had increased so largely in numbers, but not in 


amount. 
To illustrate: Heretofore a man would order ™% dozen 


5-in. screw drivers. That simply means a box, which the 
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stock clerk had to take out of the bin and place on the 
counter, 

Last year almost invariably the order called for %4 dozen 
or 1/6 dozen. The clerk had to take these out of the box, 
tie them up neatly in hardware paper, and mark them 
with ink, taking three to four times as long as it would 
to have gotten out a full package. Of course, this in- 
creases our expense account very heavily indeed. 


What Is a Salesman? 


Now, what is a salesman? That is the question. I 
think it is a man who is a student of human nature. The 
more you study men, the more successful you will be in 
your vocation. The selling of goods is a triumph of mind 
over mind. If you know more about the goods you rep- 
resent than your customer, you have a great advantage 
over him. 

But even that is not all. You must be able to present 
that knowledge in a convincing manner. It is the same 
difference there is between a teacher and a student. There 
are millions of students in the land, good ones too, put 
there are very few really good teachers. 

in a certain sense a salesman has to be a teacher. I 
believe that the average country merchant today is greatly 
indebted to the good salesman who visits him, who cares 
for his wants, who guides him and directs him, uncon- 
sciously to himself. He influences him to conduct his 
business upon a healthy basis, not to buy too many goods, 
not to buy goods that are unsalable, to keep well insured, 
collect promptly, and all the various things which go to 
make up the successful merchant. These things he learns 
from contact with the traveling salesman in many cases, 
and the salesman does a heap of thinking for the mer- 
chant. 

One thing you must do always in order to be perma- 
nently successful. That is, you must be upright, truthful, 
have a thorough knowledge of your business, and always 
make it a point to do the best you possibly can for your 
customer. 

The first duty of a good salesman is to help his cus- 
tomer to prosper, and on no other basis can he expect 
permanent success, and while I realize that the present 
condition of trade, by which a man will order homeopathic 
doses of our goods, makes our business so expensive to 
conduct, yet it enables them to pay promptly, and they 
do their business in a healthy way. 

Knowledge is Power 

Selling goods is a funny business. I have known a 
salesman to visit a merchant for ten years without selling 
him, and then happening along some day just when he 
had been disappointed in not receiving goods from his 
old house, or where they had left out the very thing he 
needed, or where the order had been out two weeks and 
had not been executed, and have him, just because he was 
mad, turn around and give our salesman a good order, and 
take his trade away from the old house and give it to us. 

For that reason I say to you: Never cease visiting a 
man whose trade you want. No matter how many times 
he turns you down, try, try again. 

I have known so many things to influence trade, entirely 
outside of goods and prices, that I say this selling goods 
is funny business. It has its humerous side, its sober 
side and its financial side. Some of them are very pleas- 
‘ant. Most of them are pleasant, and they are pleasant 
just as you make them. 

I have known salesmen to make themselves solid by 
reason of the fact that when they were invited to the 
house of a customer to “take tea” they would always plan 
a little campaign of entertainment. They would not go 
there to be entertained, and they would think out in ad- 
vance what they could say or do—some good illustration, 
some anecdote, some matter of history, some current topic, 
some explanation of a political matter. If perhaps there 


was any music in them they could help to make the chil- 
dren feel glad that they had come. 


* * * 


There are a great many mistakes made by salesmen, 
and for the benefit of our new men and our young men 
I want to give you a few “DON’TS” as they occur to me 
in the hasty dictation of this letter. 

Never speak disparagingly of either competitor or com- 
peting salesman. Don’t imagine that you are doing your- 
self or your house any good by that kind of conduct. If 
your competitor is no good your customer will find out, 
and perhaps quicker than you will. 

A man got rich once. How? By attending to his own 
business. It is a good plan; I recommend it. 

Don’t think that you can attend to more business than 
your own, because you cannot. Your own affairs will oc- 
cupy all your time if not neglected. 

Be careful in talking to a merchant, and especially about. 
goods, to know what you are talking about, and always 
speak the truth. Don’t imagine that if you are untruthful 
the merchant will not know it, because he is courteous 
to you. 

Don’t “visit all day” with a merchant because he re- 
ceives you pleasantly. Finish up your business and go, 
unless you are especially asked to stay longer. 

Don’t flatter a merchant’s judgment when you think he 
is wrong. Better say nothing; or, if you are on sufficiently 
good terms with him, you might ask him how this point 
of view would strike him. 

Be frank and outspoken under all circumstances. Even 
if you offend a man by such a course for the time being, 
after a while he will realize it and become your friend 
permanently. 

Don’t “toady” to any merchant. Have an opinion of 
your own and stick to it. If he asks you for that opinion, 
give it to him honestly, but don’t try to curry favor with 
him by deferring to him or trying to harmonize your views 
with his, when you do not agree with him. 

Preserve your own respect, and you will command the 
respect of those you meet. 

Talk business, but never talk politics, and never scandal. 

Try to help every customer who patronizes you. You 
are under some slight obligation for his patronage. Try 
to offset it by doing some good in the way of suggestions, 
advice, or any other method that may occur to you. 

If a man asks you for an article and you are not sure 
whether you have it in stock, do not tell him you have it 
until you make sure of it. 

Always remember that you do as much good to the 
merchant when you take his order faithfully and con- 
scientiously as he possibly can do to you in giving it to 
you. For that reason don’t condescend too much. Thank 
him very politely and earnestly, but never grovel in the 
dust. 

Don’t encourage any man to think he can be slow or 
indefinite in his payments. We want prompt trade and 
do not want any other kind. If a man cannot be prompt 
we do not want his business. 

Keep yourself posted as to what the State you travel in 
produces. I have often been surprised at the ignorance 
of a salesman as to what the State he travels in produces. 
Remember that the source of all our wealth is the soil, 
and have great respect for it and show that respect by 
being fully conscious of what is produced from that soil 
and its value, not only to the State, but to the people at 
large. 


Don’t Telephone Customers 
Not infrequently I have heard of our salesmen tele- 


phoning from a large town to some small place, distant 10, 
15 or 20 miles, to the dealer there, and asking him if he 








(Continued on page 92) 
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National Chamber Orders New 
Price Protection Referendum 


Ignores Nine-Year-Old Mandate as Antiquated and Makes Appeal to 
American Business Men for Fresh Instructions 


By W. L. Crounse 


Washington, Oct. 19, 1925. 
N important page in the history of the movement to secure 
A legislation legalizing contracts for the maintenance of resale 
prices on trade-marked or otherwise identified merchandise 
has just been written. After a thorough investigation of the sub- 
ject which has occupied nearly eight months the Chamber of Com- 
merce of the United States has ordered a new referendum which 
will go out to its constituent members within the next thirty days 


seeking instruction for the guidance of the Chamber’s officers with 


respect to the campaign now on foot to obtain the early enactment | 


of a well-balanced law. 

In taking this action the Chamber virtually abandons Referendum 
No. 13 which, by a vote of three and one-half to one of the many 
thousand members of the Chamber, instructed its Board of Direc- 
tors to do everything in their power to secure the early passage by 
Congress of a price protection law. Such abandonment, however, 
should not be construed as a lessening of interest on the part of the 
Chamber in this important business problem; on the contrary, the 
purpose in taking a new referendum is to strengthen the Chamber’s 
position in Congress by arming it with a mandate fresh from the 
business community in-lieu of one issue more than nine years 
ago, the validity of which at this time might reasonably be ques- 
tioned in Congressional circles. 








Information recently reached the | 











protection movement that the combina- 
tion of predatory price cutters who are 
preparing to fight the attempt to se- 
cure. legislation at the hands of Con- 
gress during the coming winter was 
planning to emphasize at the projected 
committee hearings the fact that the 
Chamber’s referendum was too anti- 
quated to be entitled to consideration. 
These opposing interests also had been 
counting upon a disaffected element in 
the membership of the Chamber to 
weaken the drive on Congress. 

Under these circumstances, therefore, 
it was deemed advisable to take the 
matter up again with the Chamber’s 
membership and send out a new ques- 
tionnaire for the purpose of develop- 
ing the up-to-date sentiment of the 
business community. The _ strongest 
advocates of price protection in the 
Chamber felt convinced that this 
method would result in a new plough- 
ing of ground and a broadcasting of 
seed that could not fail to produce a 
most convincing crop of opinions for 
use in connection with the crusade in 
Congress. 


Of Vital Interest to Business Men 


As the National Chamber has a 
strong claim to be considered a cross 





Chamber and the leaders in the price | section of the business public the story 


of the negotiations that have resulted 
in the decision to order a new referen- 
dum is of vital interest to manufac- 
turers and merchants in all districts. 

As long ago as February of this year 
the leaders in the price protection 
movement, including many influential 
members of the Chamber, undertook to 
arouse that body from the lethargy 
long shown with regard to this impor- 
tant business issue. It was insisted that 
the directors of the Chamber should 
either put Referendum No. 13 into im- 
mediate effect or order a new one. 

The mandate of Referendum No. 13 
read as follows: “There should be 
Federal legislation permitting the 
maintenance of resale prices under 
proper restrictions on identified mer- 
chandise for voluntary purchase made 
and sold under competitive conditions.” 
This apparently presented a_ simple 
issue that would serve as a basis for 
an appeal to Congress. 


Why the Chamber Delayed 


In explanation of its nine-year delay 
in inforcing this referendum the Cham- 
ber’s directorate stated in February 
that the directors had not been able to 
agree upon the meaning of “reasonable 
restrictions.” It was further stated 





that the Chamber had been in doubt as 
to whether the decision of the United 
States Supreme Court in the Colgate 
case showed the way by which manu- 
facturers might protect their resale 
prices and the point was also made 
that the Chamber had found some diffi- 
culty in undertaking to choose between 
the various bills pending in Congress 
providing for price protection in one 
form or another. 

After some discussion the directors 
of the Ghamber agreed to appoint a 
committee to confer with a_ general 
trade committee to be selected by the 
American Fair Trade League for the 
purpose of formulating a definition of 
“reasonable restrictions.” The two 
committees after a number of confer- 
ences and separate meetings agreed 
upon the following formula of restric- 
tions: 

“Provided that in any contract for 
the maintenance of resale prices made 
in accordance with such legislation, 
provision shall be made either for the 
repurchase of such identified merchan- 
dise by the vendor thereof from the 
vendee on terms and conditions mutual- 
ly agreed on, and within a time speci- 
fied, in the contract, and or/for dis- 
posal, seasonable, bankruptcy, receiver- 
ship, retirement, fire or other damaged 
goods sales of such identified merchan- 
dise.”, 


Referendum 13 Adopted as Policy 


The committee of the Chamber re- 
ported the above form of restrictions 
to the executive committee of the 
Chamber which thereupon reaffirmed 
Referendum No. 13 as the Chamber’s 
active policy. Under date of April 18 
notice of this action was conveyed to 
the American Fair Trade League in a 
letter from Vice-President Goodwin as 
follows: 

“This is to advise you, and through 
you the other members of the commit- 
tee of the Fair Trade League, of the 
following action taken by the executive 
committee of the Chamber this day: 

“*The executive committee consid- 
ered a report of the special committee 
appointed to confer with a committee 
of the Fair Trade League regarding 
the activities of the National Chamber 
in making effective the policies adopted 
in Referendum 13 on the Maintenance 
of Resale Prices, and it was VOTED 


toteeee 
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Tack Simplification Schedule Approved 
By General Conference on October 7 


Adoption Awaits Trade Endorsement—Plan Eliminates 246 Sizes and 299 
Packing Methods—Urges Identification By Sizes Instead of By Numbers— 
Proposal Will Be Submitted to Hardware Dealers and Jobbers 


HE General Conference which met Oct. 7, at the Department 
of Commerce Building, Washington, D. C., to consider the 


simplification of tacks and nails for the hardware and shoe | 


finding trades, approved the revised lists submitted by its elimina- 
tion committee. Further action, leading to the adoption of the pro- 
posed reduced schedule, now awaits a majority endorsement from 
hardware jobbers, hardware retailers and distributors of shoe find- 
ings. With such endorsement, it is said the tack industry will 
promptly adopt the suggested lists, which are published in full on 


these pages. 
The general conference was attended by representatives of the 


er’s tacks be used for carpet tacks. 
It was also recommended that the pack- 
ing of all carpet tacks by count be 
discontinued in favor of packing by 
weight. 

It was further brought out that the 
names “carpet tacks” and “upholster- 


_er’s tacks” could be eliminated and the 


National Retail Hardware Association, National Hardware Asso- | 


ciation, Bureau of Standards, Government Purchasing Department 
and other federal government divisions. The meeting was held 


under the auspices of the Division of Simplified Practice of the | 
Maj. A. E. Foote, of that division, pre- | 


Department of Commerce. 
sided as the personal representative of Herbert H. Hoover, secre- 
tary, Department of Commerce. 

Thos. Howell, Howell Bros. Hard-! mended by the conference shows the 
ware Co., Richmond, Va., secretary of : following: 
the Virginia Retail Hardware Associa- 428 sizes now in use; 
tion and a director of the National 246 


Retail Hardware Association, repre- nated; 

sented the latter national organization. 182 sizes on recommended standard | 
The National Hardware Association lists; 

was represented by Leo C. May, F. P. 423 packing methods now in _ use; 

May Hardware Co., Washington job- 299 packing methods recommended 


bers. to be eliminated; 


Herbert S. Holland, vice-president, 

Shelton Tack Co., Shelton, Conn., chair- 
man of the simplification committee; This represents an 
E. M. Burgess, Atlas Tack Co., Fair- | 58 per cent of the sizes and 70 per cent 
haven, Mass., and Howard E. Holland, of the packing methods. 
Holland Mfg. Co., Baltimore, Md., rep-| It was recommended by the confer- 
resented the tack manufacturers. The 
3ureau of Standards was represented 
by Theo. Fairchild. 

An analysis of the simplification 
program for tacks and nails as recom- 


124 
ed standard lists. 


'ers have in mind for future elimination 
‘the items of carpet tacks in favor of 
upholsterer’s tacks and that the pres- 


name “blued cut tacks” used to desig- 
rate common tacks for general pur- 
poses, these to be supplied by cutting 
the tacks to the standard of upholsterer 
tacks. The conference was of the 
opinion that this was highly desirable 
for a complete and proper simplitica- 
tion, but that many distributors might 
teel that such a change was too extreme 
for the present. 

This plan would leave bill poster’s 
tacks, blued cut tacks and trimmer’s 
tacks the three standard styles repre- 


| sentative for the hardware trade from 


a heavy tack to a light tack, which the 


_ conference believed would adequately 


sizes recommended to be elimi- | 


meet the consumer’s requirements. 
It is significant to note that several 
important numbers, said to have for- 


_merly constituted 50 per cent of the 


volume in respective styles have been 


packing methods on recommend- | 


elimination of | 


eliminated in the new list, namely the 
_No. 8 Bill Posters tack and No. 8 car- 


pet tack. It was readily concluded 
that the ultimate user could be as well 
served and as well pleased with either 


a 1/16 of an inch shorter or longer 


tack than the No. 8 or 9/16 inch tack 


and that no loss of volume would re- 


_ence that distributors and manufactur- | 


sult. The same volume now covering 
Nos. 6, 8 and 10 would be divided in 


the two sizes, namely No. 6 or % in. 


ent standard for cutting the upholster- | 


or No. 10 or %&% in. 


Revised Hardware Tack List 


BILL POSTER— | CARPET— | UPHOLSTERER— UPHOLSTERER— 
ee . ; | . | Sizes Numbers Cont 
sees enn | Sizes Numbers | 3/16” 1 ; 
3,” 3 | i | 1/4” 9 | Sizes Numbers 
4,” 6 | 72 6 5/16” 2% | a” 14 
5%” 10 78" 10 3/8” 3 | %" 18 
¥, ” 14 4” 14 7/16” 4 1 ” 99 
Packi Weights—% | 1/2" 6 | 1%” 24 
Packing Weights—1 Ib., a ——s | 5/8” 10 | ' 
lb., % lb. and 100 lb. Packing Weights — % | a Weights — % 


25 lb. and 100 lb. 
Finishes—Blued. 


Finishes—Blued. 


Finishes—Blued. | 


Finishes—Blued. 
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TRIMMERS— 
Sizes Numbers 
1/6 * 2 
5/16” 2% 
3/8 ” 3 
7/16” 4 
i/a ” 6 
5/8 ” 10 


N. B.—Above sizes are 
to be packed—% Ilb., 1 lb., 
10 lb., 25 lb., and 100 lb. 
Sizes below packed as in- 
dicated. 

Finishes—Blued. 


Sizes Numbers 
3, " 14 
1% ” 18 


N. B.—These sizes will 
be packed—% Ilb., 1 Ib., 
10 lb., 25 lb., and 100 Ib. 

Finishes—Blued. 


GIMP— 
Sizes Numbers 
3/8 ” 2% 
7/16” 3 
L/e * 4 
9/16” 6 
5/8 ” 8 


Packing Weights — % 
lb., % lb., 10 lb., 25 Ib., 
and 100 lb. 


Finishes—Blued. 
COPPER TACKS 
Sizes Numbers 
3a” 3 
yy,” 6 
%” 10 
%” 14 
I” 18 
Ba 22 
Packing Weights — % 


lb., 1 lb., 25 lb., and 100 
lb. 
Finishes—Pure copper. 


GALVANIZED— 
Sizes Numbers 
3” 3 
i, ” 6 
5” 10 
% ” 14 
I” 18 

22 


Packing Weights—1 lb.. 
25 lb., and 100 lb. 
Finishes—Galvanized. 


LACE— 
Sizes Numbers 
3/8 ” 2% 
7/16” 3 
i 4 
9/16” 6 
5/8 ” & 
3/4 ” 12 
we * 16 
20 


Packing Weights — 4% 
{b., 10 lb., 25 lb., and 100 
lb. 


Finishes—Blued. 

















| 
| 
| 
| 
| 
| 


HARDWARE AGE 


SOLID HEAD LIN- 
ING— 


Sizes | Numbers 
\% ” 6 
5,” 10 
34” 14 


Packing Weights — % 
lb., 25 lb., and 100 lb. 

Finishes — Japanned 
and tinned. 


TRUNK— 

Sizes Numbers 
1/2 * 6 
9/16” 8 

5/8 ” 10 
3/4” 14 

7/8 " 18 
Packing Weights — 1 


lb., 25 lb., and 100 lb. 
Finishes—Blued. 


BASKET— 
Sizes Numbers 
3/8 ” 3 
7/16” 4 
iva” 6 
5/8 ” 10 
3/4 ” 14 


Packing Weights—1 Ib., 
25 lb., and 100 Ib. 
Finishes—Blued. 


HIDE— 
Sizes Numbers 
9/16” 8 
5/8 ” 10 
3/4” 14 
7/8” 18 
1 o 22 
11/8” 24 
Packing Weight — 100 
lb. 
Finishes — Blued and 
galvanized. 
DOUBLE 
POINTED— 
Sizes Numbers 
ye” 11 


Packing Weights — % 
lb., 25 lb., and 100 Ib. 

Finishes — Blued and 
tinned. 


CLOUT NAILS— 
Sizes Numbers 
1%” 

1%” 
14” 
1 ” 
RR” 
x," 
Packing Weights—1 lb., 
25 Ib., and 100 lb. 
Finishes—Blued. 


TRUNK NAILS— 
Sizes Numbers 
1% ” 

1% ” 
z.* ei 
I” ie 
34," 
oe” ie 
Packing Weights — 1 
lb., 25 lb., and 100 Ib. 
Finishes—Blued. 




















BASKET NAILS— 


Packing 
Sizes Weights 
1%” 1 lb. 
1%” 25 lb. 
es 100 lb. 
us ” 
3,” 
58” 


Finishes—Blued. 


SHOE FINDERS 
TACK LIST— 


COBBLERS, 

16 Gage 

Packing 
Sizes Weights 
3/8” 1% |b. 
4/8” %, |b. 
5/8” % |b. 
6/8” 100 lb. 
7/8” 


Finishes—Bright, brass 
plated and pure brass. 


EXTRA IRON 

CLINCHING— 
Packing 

Sizes Weights 

3/8” 1% |b. 

3-1/2/8” % |b. 

4/8” % Ib. 

4-1/2/8” 100 Ib. 

5/8” 

5-1/2/8” 

6/8” 

7/8” 

8/8” 


Finishes — Bright and 
brass plated. 


ROUND HEAD (Hun- 
garian Type)— 
12 and 13 Gage 


Packing 
Sizes Weights 
3/8” Y% lb. 
3-1/2/8” 1% |b. ; 
4/8” 1 lb. 
5/8” 25 |b. 

100 lb. 


Finish—Bright. 


SHOT HEAD (Hun- 
garian Type)— 
14 Gage 


Packing 
Sizes Weights 
3/8” Y% |b. 
3-1/2/8” Y% Ib. 
4/8” 1 Ib. 
5/8” 25 Ib. 

100 lb. 


Finishes—Bright. 


CONE HEAD— 
12 and 13 Gage 


Packing 
Sizes Weights 
3/8” \ Ib. 
3-1/2/8” 1% |b. 
4/8” 1 Ib. 
5/8” 25 Ib. 

100 Ib. 


Finishes—Bright. 
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HOB NAILS 
GROOVED HEAD— 
10 Gage 


Packing 
Sizes Weights 
3/8” Y Ib. 
3-1/2/8” 1, |b. 
4/8” 1 lb. 
5/8” 25 lb. 
6/8” 100 lb. 
Finishes — Blued or 

Bright. 


SMOOTH HEAD— 
10 Gage 


Sizes Packing Weights 
3/8” 1/4 lb. 
3-1/2/8” 1/2 lb. 
4/8” 1 Ib. 

25 lb. 
100 lb. 


Finishes — Bright or 
Blued. 


CHANNEL NAILS— 


Regular and Sharp 
Points; 18, 19, and 
20 Gage 

Packing Weights 
1/4 lb. 
1/2 Ib. 
100 Ib. 


Sizes 
3/8” 
3-1/2/8” 
4/8” 
4-1/2/8” 
5/8” 
5-1/2/8” 
6/8” 
Finishes — Bright or 
Blued. 


HEEL NAILS— 


13 gage and 14 gage— 
0/8”, 6/8”, 7/8", 8/8’, 
9/8” and 10/8” sizes. 

15 gage— 

5/8”, 6/8” and 7/8” sizes 

16 gage— 

6/8” size 

17 gage— 

4/8”, 5/8” and 6/8” sizes 

Packing Weights—1 lb. 
and 100 lb. 

Finishes — Bright or 

Blued. 


HAND SHOE 
TACKS— 


Sizes Numbers 
3/16” Y% 
1/4 ” 
5/16” 
3/8 ” 
7/16” 
ifa ” 


3 


| 
to 
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3/4 ” 8 

Packing Weights — % 
lb., % 1lb., % Ib., 1 lb. and 
100 lb. 

Finishes — Bright or 
Blued. 





68 


HARDWARE AGE 





October 22, 1925 





CURRENT NEWS 





Prominent Hardware Men Fight 
Against Arms Excise Tax | 


Prominent hardware and sporting men will have a hearing be- 
fore the Ways and Means Committee of Congress in Washington, 
D. C., on Oct. 26, at 10 a. m. They will oppose the proposed reten- 
tion of the excise tax of 10 per cent on arms and ammunitions. 


Herbert P. Sheets, secretary-treasurer, National Retail Hardware 


Association, and T. James Fernley, secretary-treasurer, 


National 


Hardware Association, will represent the hardware dealers and 


jobbers respectively. 


The manufacturers will be represented 
by C. L. Rierson, president Reming- 
ton Arms Co., Inc. The speaker for 
the trapshooters, the Amateur Trap- | 
shooters’ Association and the field 
shooters will be William L. Silkworth, 
former president of the New York 
Stock Exchange and a member of the 
New York Athletic Club. He was also 








| 
! 
; 


| 


a member of the last Olympic Trap- 
shooting Team. 

James A. Drain, national commander 
'of the American Legion will speak for 
that organization and for the Riflemen. 


He is the founder of the American 


Riflemen and a former president of the | 
National Rifle Association. 





Crandall Is N. Y. Manager 
for B. & J. Mfg. Co. 


Paul R. Crandall has been appointed | 


New York manager for the B 
Mfg. Co., 


turer of sprinklers for lawns and gar- 


4 





Paul R. Crandall 


dens. His territory will include New 
York State and part of New Jersey as 
far south as New Brunswick. 

For the past six years Mr. Crandall 
has been connected with the advertis- 
ing department of HARDWARE AGE. He 
served in the A. E. F. for 14 months, 
was in the army a total of two years. 
Prior to the war he was connected with 
the Federal Advertising Agency. 

Mr. Crandall’s mailing address is 
Room 44, 99 Warren Street, New 
York City. 


| 
| 
| 
| 


Springfield, Ohio, manufac- | 


Pearce and Rose Talk to 
Mount Carmel Group 


An interesting group meeting of the 
retail merchants in the adjacent dis- 
trict was held in Mount Carmel, Pa., on 
the evening of Oct. 8. This meeting 
was held under the supervision of the 
State Association, with Assistant Sec- 
retary W. Glenn Pearce, presiding. An 
excellent dinner was served in the 
Parish House of the Methodist Church 
before the business session. John 
Wardrop, Past President of the State 
Association, and incidently known af- 


_fectionately in the trade as “Uncle 
John,” gave some wholesome advice, 





saying, “We cannot too often refer to 
the necessity of getting down to fun- 
damentals. Maybe they seem old but 
I tell you that the fellow who gets 
right down to the business and works 
hard and does not spend more than he 
earns will of a certainty get somewhere 
sometime. The better we work the 
better we will be off. Work and save 
are the only guarantees for success.” 
He referred to Saunders Norvell’s let- 
ters in HARDWARE AGE and urged his 
hearers to read those articles and the 
other suggestions of up-to-date methods 
that appear each week for the benefit 
of all who will spare the time to learn 
what is best for the progressive mer- 
chant and salesman. 

W. McK. Reber, of Bloomsburg, Pa., 
who is thoroughly awake to Associa- 
tion value, left an exhibition he was 
conducting at the Bloomsburg fair and 
came over the mountains a considerable 
distance to attend the meeting. Mr. 
Reber is a delegate, representing his 
district in the National Association and 
~ told of the work of that organiza- 
ion. 











| 
| 


| 


| 





James M. Rose, secretary of the 
Philadelphia Association addressed the 
merchants on “Salesmanship Plus,” 
referring to the Bible as the greatest 
authority on good business to which 
man can refer for correct rulings and 
guidance. He applied the principle of 
the second mile, traveled freely and 
voluntarily, as the one that counts most 
in the relationship between men wheth- 
er they be leaders or are serving in a 
subordinate capacity. 





Lindsay Issues New Catalog 
Showing Complete Lines 


James C. Lindsay Hardware Co., 
Pittsburgh, is sending out its 1926 gen- 
eral catalog containing 676 pages, cov- 
ering its line of mechanical tools, build- 
ers’ hardware, house furnishing goods, 
cutlery, sporting goods, firearms and 
ammunition, automobile supplies and 
kindred lines. The list is very com- 
| plete and some 5400 illustrations are 
used to properly show the product of 
more than 800 manufacturers. The 
company has departed from the beaten 
path in the method used in showing 
builders’ hardware, notably design lock 
sets. Each design has its own layout, 
fully described and illustrated. 





District Managers Appointed 
by R. W. Speiser 


I. B. Sweigart, who has been selling 
Coldwell lawn mowers to the trade in 
the Eastern territory for 32 years, has 
been appointed Eastern district sales 
manager for the Coldwell Lawn Mower 
Co., Newburgh, N. Y. 

John G. Tucker, who for 15 years 
has covered five States in the Missis- 
sippi Valley in the interest of the Cold- 
well Lawn Mower Co., has recently 
been appointed sales manager in charge 
of the Western district. For the past 
four years Mr. Tucker has been doing 
special work on the Pacific Coast. 

General control of sales will remain 
at the factory as formerly, under the 
supervision of R. W. Speiser, general 
sales manager. 


Successful Outing Held by 
Stanley Foreman 


The third annual outing of the Stan- 
ley Works and Stanley Rule & Level 
plant foremen was held Saturday after- 
noon, Sept. 19, at Lake Compounce. 
There were about 250 present. The 
outing began with a dinner of bar- 
becued lamb, and after the dinner va- 
rious athletic events were held. One 
of the feature events was the baseball 
game between teams representing the 
Stanley Rule & Level plant foremen 
and the Stanley Works foremen. The 
former were victorious, and won the 
president’s cup. The Stanley Works 
team, however, won the tug of war 
contest. 
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H. S. Graham Succeeds His 
Father as President 


Harold S. Graham, who has been 
treasurer of John H. Graham & Co., 
113 Chambers Street, New York City, 





H.S.Graham 


has been elected president of that com- 
pany, succeeding his father, the late 

Graham. The new president 
will continue to act in the capacity of 
treasurer also. Other officers are the 
same, with John L. B. Holme and T. E. 
Hoffman as vice-presidents, C. V. Gra- 
ham as secretary, and Edward Sheehy 
as assistant treasurer. 


W. D. Lyon Has Resigned 
from H. W. Peabody & Co. 


Wilson D. Lyon, general manager of 
the import department of Henry W. 
Peabody & Co., New York City, re- 
signed on Oct. 1. The import depart- 
ment of this company includes the di- 
vision devoted to the Domes of Silence 
distribution. 





Mr. Lyon intends to enjoy a_ few | 


weeks’ vacation before deciding on fu- | 
| spoke on the necessity of courtesy. 


ture activities. 


Brooklyn Association Makes Plans for 
Future Meetings Features 


HE regular monthly meeting of the Brooklyn Retail Hardware 
Dealers’ Association, held Thursday, Oct. 8, at tne Johnston 
Building, Brooklyn, N. Y., was devoted to question box discussions, 
preliminary plans for future meetings and discussions concerning 
the coming 1926 Metropolitan Banquet. Pres. Graefenstadt presided. 


H. A. Cornell conducted the question | 


box discussion, and announced that the 
1926 Metropolitan hardware banquet 
would be held Jan. 21 at the Commo- 
dore Hotel, New York City, and that 


N. R. H. A. President R. W. Hatcher, | 


of Milledgeville, Ga., would be the prin- | arrangement, display boards and other 


cipal speaker. 
























































' stores carry nationally advertised lines, 


Nutmeggers’ Beefsteak Party 
Had Food for Thought Also 


Plenty of good beefsteak and food for thought was offered at the 
regular monthly meeting of The Nutmeggers, held at the Hotel 
Burritt, New Britain, Conn., Oct. 14. President Leon Schwartz 
told the members of a recent talk with Allyn Fuller, president of the 
Connecticut Hardware Association and outlined plans for a stag 
smoker to be held the night before the State retail convention. 


7 





J. T. McCulloch, Robeson-Rochester ;~ 
Co., Rochester, N. Y., gave an interest- | Paint Salesmen’s Club, spoke on the 
ing talk on the products of his concern | tact and energy necessary for success- 
and outlined the progress and develop- | ful sales work and told how to size up 
ment of the pocket cutlery industry. | a prospect by his profile, coloring and 
This was illustrated with sample boards | other facial characteristics. 
and explained fully the present day It was announced that J. M. Cole, 
modern methods of production. | Henry Disston*& Sons, Inc., will be the 

C. Fred Winslow, New Jersey Zinc | speaker at the Nutmeggers’ November 
Co., and president of the Connecticut | meeting. 


J. D. Philips Is Dead ‘Philadelphia Firm Occupies 


Julian D. Philips, head clerk of E. L. | New Plant Addition 
Durkee & Co., Gloversville, N. Y., | 


hardware jobbers and retailers, died re The Philadelphia Storage Battery 
Sept. 26, at the age of 59 years. Mr. 'Co., Philadelphia, Pa., manufacturer of 
Philips had been in the hardware busi- | the Philco-Diamond_ grid batteries, 
ness since 1890, and had been with | Now occupy its new five-story concrete 
E. L. Durkee & Co. for the past 23 | addition. The new building which con- 
years. He is survived by his widow, | tains approximately 45,000 sq. ft. of 
one son and three brothers. | floor space, gives the company greatly 


|increased manufacturing facilities. 
W. P. Ross Makes Talk for 


; Pres. Hatcher Will Speak 
Hotchkiss Co. Managers -M keen B I 
W. P. Ross, New England manager at 4 etropo itan anquet 


of the Standard Tool Co., Cleveland, R. W. Hatcher, Milledgeville, Ga., 
Ohio, gave an interesting talk to the | president of the National Retail Hard- 
department heads of the Hotchkiss Co., | ware Association, will be the principal 
Waterbury, Conn., on Thursday, Oct. 
8. Mr. Ross advocated that hardware 








and urged honesty and effort on the 
part of salesmen in retail stores. He 











R. W. Hatcher 


R. J. Atkinson announced that he | 
had secured as a speaker for the next | 
Brooklyn meeting A. T. Day, New | 
York manager for the Duluth Show 
Case Co. Mr. Day will speak on store 


speaker at the 1926 Metropolitan hard- 
ware banquet, to be held Jan. 21, 1926, 
at the Hotel Commodore, New York 
City. 4H. A. Cornell of Brooklyn is 
again chairman of the banquet commit- 
_ tee, and will shortly get it under way. 


pertinent retailing problems. 
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Williamsport Dealers Hold 
Interesting Group Meeting 


A group meeting of the retail hard- 
ware merchants located in the nearby 
towns was held in Williamsport, Pa., 
on the evening of Oct. 7. The meeting 
was preceded by a dinner at the Park 
Hotel where gathered together were 
the leading merchants with their sales 
organizations. Community singing en- 
livened the dinner and served to create 
a spirit of good fellowship throughout 
the meeting. 

W. Glenn Pearce, assistant secretary 
of the State Association, was toast- 
master and he presented conditions and 


problems which were discussed by ex- | 


perienced speakers. William (Bill) 


Mendenhall, of Muncy, a past president | 


of the State Association, called atten- 
tion to the change in 


merchandising | 





intention of increasing 


through 


With the 
economic operation 
dealers in Kansas City, 
Oct. 1. 


volume of business and 


the 
cooperative 
Mo., formed the Anchor Hardware Stores Organization on 
The members zre owners of hardware stores in every section of this city. 


effort. 


effecting more 
a group of suburban hardware 


A distinctive organization emb!em will be displayed on each store and an adver- 


tising campaign will be conducted. 
$300,000. 


methods that have taken place in the | that we are all egotists,” he said, “it is 


last ten years. He referred to certain 
parallels preceding, during and follow- 
ing the Civil War as applied to the 
general merchandising problems of the 
present. He pointed toward the road 
of future success along which the re- 
tail merchant will travel more smooth- 
ly through organized strength. 

H. W. Shaffer, a former president 
of the Pennsylvania Retail Merchants’ 
Association, called attention to the 
ralue of organization to mankind in 
general but did not encourage the kind 
of organized selling involving’ the 
“dollar down and a dollar a_ week” 
plan that is driving too many custom- 
ers hopelessly in debt and can result 
in future catastrophe that will embrace 
everybody participating and be far 
reaching in its harmful effects on the 
sound ethics that have heretofore built 
and maintained our national merchan- 
dising. 

Mr. Morgan, secretary of the State 
Clothing Dealers’ Association, brought 
out the value of all organizations in 
the possibility of interchanging thought 
and experience in a manner that will 
become nationwide in its effect. 


James M. Rose, secretary of the 
Philadelphia Retail Association, was 
the speaker of the evening—he pre- 


sented the human side of selling and 
buying with its varying strength and 
“In dwelling on the thought 


weakness. 


subordinate in their organizations and | 


a good test to hand a person a group 
photograph in which that person ap- 
pears and then watch the result. Be 
honest now—who do you look for first? 
It is well to harbor a good personal 
opinion but it is better to add the other 
fellows’ opinions because no man has 
a skull full of originality or super- 
sales ideas. It’s a fine thing to preach 
loyalty and tolerance to employees but 
the most successful merchants are 
those who are loyal to those who are 


who are teachers instead of tyrants. 
Just now business ghosts appear to be 
rampant, taking the form of large cat- 
alogs from mail order houses, chain 
stores and glorified peddlers—you are 


going to curl up and die of fright if | 


you believe in ghostly power, but if you 
believe in facts and look around you 
will find 22,000 factors represented in 
the membership of the National Retail 
Association—and you will further con- 
sider that 22,000 thinking men well 
organized, experienced in selling, with 
a will to win, possess a mental poten- 
tiality that will not be denied when 
thoroughly aroused to concerted ac- 
tion.” 

Mr. Pearce, with the aid of a pro- 
jector, illustrated an excellent talk on 
selling in which he introduced new 
thoughts on courtesy, average intelli- 
gence and service. 


Resources of the organization are said to be 


Benware Now Vice-Pres. of 


True & Blanchard 


George Benware of Brattleboro, Vt., 
and Charles G. Taylor have taken over 
a considerable number of W. W. True’s 
shares in the corporation known as 
True & Blanchard Co., Newport, Vt. 
Mr. Taylor has been a member of the 
firm for the past four and a half years, 
during which time he has taken charge 
of much of the office work. 

Mr. Benware conducted a_ general 
store in Coventry, Vt., for 14 years. 
The management of the business will 
continue under W. W. True as presi- 
dent, C. G. Taylor as treasurer and 
clerk, and George Benware as _ vice- 
president. 

The business was started in 1884 as 
a tinshop, and during its 41 years of 


existence has made remarkable strides. 


F. D. Smith Is Dead—Was 
Veteran N. Y. Dealer 


Ferdinand ID. Smith, president F. D. 
Smith Hardware Co., Cortland, N. Y., 
died on Oct. 13 following a brief ill- 
ness. The late Mr. Smith was an ac- 
tive member of the New York State 
Ketail Hardware Association. He is 
survived by two sisters and a niece. 





Outing of Stanley Rule & Level Club and Stanley Works Foremen’s Club, at Lake Compounce, Sept. 19 
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General Market News 








Retail Sales Improving; 
Fall Hardware Active, 
Basic Conditions Good 


| s Soponvens dealers generally report a consistent 
improvement in sales during the past week. Staple 
items are moving in a satisfactory way. Fall mer- 
chandise is particularly active, and early preparation for 
holiday selling campaigns suggests every confidence in the 
current and near future hardware market. 
Wholesalers report that improvement was not as marked 
last week as it has been during the past month, but that 
the present volume of futures already on the books is in 


itself an encouraging sign. 


With the exception of the 


Atlantic Coast section, jobbers report a slight improve- 


ment in collections. 


On the East Coast, however, pay- 


ments are reported as being slow. 

Continued reports of excellent crop conditions, excep- 
tionally heavy car loadings, firm prices, substantial build- 
ing programs and good reports on other basic conditions 
are further indications that the hardware market is sound 
and that improvement will be shown in the near future. 





Excellent Crops Helping 
Northwest Hardware Trade 


With the excellent crops over the 
entire Northwest district served by the 
Twin City market, and the feeling of 
optimism which has spread over the 
territory, business in all lines shows 
advances. The fall building program 
alone is an excellent example of the 
feeling of confidence in general condi- 
tions, estimates showing that the North- 
west is among the leaders in amount 
of building under way. Collections 
have steadily improved, and old in- 
debtedness is practically wiped off the 
records. People have money to spend 
for many of the necessities which have 
been denied to them in the past few 
years. 


—_—— -——— -- 


Continued Improvement Re- 
ported from Pittsburgh 


Hardware business in the Pittsburgh 
district continues to improve, and while 
no one makes the claim that business 
yet is good, the momentum is there 
for a good fall and winter business. 
The report about collections this week 
is somewhat more favorable than it 
has been for the past two months. The 
first wave of cold weather brought 
with it a spurt in the demand for all 
kinds of heating equipment and acces- 
sories. The fact that the Pittsburgh 
National League baseball team was a 
participant in the annual world’s cham- 





pionship series has greatly stimulated 
the use of radio sets in this part of the 
country and there has been a perfectly 
enormous demand for radio batteries. 
The week has not been notable for 
important price changes, but hardware 
items made from steel now seem very 
likely to hold up in price since the 
steel market is showing a stronger ten- 
dency, this the result of the fact that 
the mills now have a much larger com- 
plement of orders than before since 
the early part of the year. Rope prices 
for the 60-day period to begin Nov. 1, 
will be announced Oct. 26, and pre- 
liminary advices suggest the continu- 
ance of the present prices. 





Retail Business Improving 
in Metropolitan Area 


Dealers throughout the Metropolitan 
hardware market area report an en- 
couraging improvement in retail sales 
volume. Staple items are selling con- 
sistently and in fairly good quantities. 
Seasonable lines such as furnace scoops, 
stove pipe dampers, and kindred fall 
items have been very active. The re- 
cent cold snap helped stimulate the 
consumer demand, and although there 
has been a few warm days in the last 
week, retail business has not suffered. 
Wholesalers report that current condi- 
tions are good, but not unusual. Prices 
generally are very firm, and show uni- 
formity. Retail stocks are compara- 
tively light, and wholesale stocks of 


| most items appear ample. 


} 
| 


| 





Good Demand Is Reported 
for Window Glass 


Window glass manufacturers report 
that demand for their product is keep- 
ing up good and that the outlook for 
good business through the remainder 
of the year is most promising. Fac- 
tories are slowing up on shipping or- 
ders which specify any large quantity 
of popular sizes, or certain brands. It 
requires from two to three weeks’ time 
generally to have orders shipped con- 
taining the ordinary specifications. 
Where a larger percentage of special 
glass is specified manufacturers are 
not promising shipments in less than 
five or six weeks’ time. In one in- 
stance a plant is said to be booked up 
with orders for from four to six weeks’ 
time. As is customary jobbers are 
generally asking for immediate ship- 
ment. 

Machine production of window glass 
remains unchanged. Later in this 
month, however, two tanks on which 
cylinder window glass drawing ma- 
chines are operated will have to be 
shut down in order to make cold re- 
pairs. 

Distributors say that the month of 
September was a very good one for 
them so far as the volume of window 
glass business was concerned. 

—National Glass Budget. 


Chicago Expects Advances on 
Roofing Paper 


Prices’ remained practically station- 
ary during the past week in the Chi- 
cago territory, the only changes being 
a slight drop in linseed oil and turpen- 
tine. However the general tendency 
of the market is decidedly firm and 
early advances are anticipated on glass 
and roofing papers. 


Sales are good on all classes of mer- 
chandise, winter items showing a satis- 
factory increase brought on by cooler 
weather and the approaching holiday 
season. 


No New Price Changes in 
Boston Market 


No new price changes were made in 
Boston the past week to enliven the 
market there. Jobbing prices on horse 
pads, jar rubbers, galvanized hexagon 
netting and wire cloth were revised to 
comply with lists recently issued by 
manufacturers, mention of which was 
made in the previous issue of HARpD- 
WARE AGE. Jobbers feel that the sta- 
bility of prices is helping business and 
sentiment a lot. 
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Cooler Weather Helps Chicago Sales— 


Seasonal Lines Particularly Active 


(Chicago effice of HARDWARE AGE) 


GOOD, steady business continues with an especially active 


demand for all 


items of seasonable merchandise. 


Cooler 


weather accompanied by autumnal rains together with the 
closer approach of the holiday season, is also stimulating the buy- 
ing of strictly winter goods which has, up to the present, been 


rather backward. 


Future orders on spring items are being placed 


in a very satisfactory volume and the total business of this class is 
said to be running somewhat ahead of this time last year. 

While actual building activities are still at an almost record 
breaking level, the number of new permits being issued is dropping 
off and are even falling behind the corresponding period of a year 


ago. 


However, there has been no let up in the heavy demand for 


builders’ hardware, roofings and other materials and prices are 


very firm. 


The demand for steel and iron is active, and while there has been 
a slight increase in production, orders are being booked by the 
mills in the Chicago district somewhat in excess of the shipments 


and further increases in production are anticipated. 


AUTOMOBILE ACCESSORIES.—The 
demand continues to be very satisfac- 
tory. 
We quote 
f.o.b. Chicago: 
Spark Plugs.—Splitdorf, 5c. I 
regular, 58c. each; Champion 45. 
each; Champion Blue Box line, 53c. 
each: A. C. Titan, 58c. each; lots of 
100, 56c. A. C. Special Ford, 44c 
each 


Spot Lights.—Anderson, No. 3250, 
».50 


from jobbers’ stocks, 


each: 


Horn.—A. A. Electric (Ford), $4 
each. 
Jacks.—National Standard No. 21, 


$1.20 each. 
Pumps. — Rose, 

$1.55. : 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount, 50 pair lots, 40 
per cent discount. . 

Tires and Tubes.—30 x 3% oversrze 
cord tires, $12.55 each; regular cord, 
$8.60 each; gray inner tubes, 30 x 3%, 
$1.80 each; red inner tubes, 30 x 32, 
$2.25 each. 

AXES.—Sales are seasonably good and 
prices are steady. 

We quote from jobbers’ 
f.o.b. Chicago: First quality 
bitted unhandled axes, 3 to 4 
doz. base; double  bitted, 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base: single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—Sales are nor- 
mally good and there is no change in 
prices. 


We 
f.o.b. 


1\%4-in. cylinder, 








stocks, 
single 


stocks, 
cut 


from jobbers’ 
Carriage bolts, 
thread, 50 per cent discount; small 
carriage bolts, rolled thread, 50-10 
per cent discount; machine bolts, cut 
thread, 50-10 per cent discount; 
small machine bolts rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.— A _ very 
heavy and active demand continues, as 
building operations go forward at full 
speed. 


We 
f ob. 


quote 
Chicago: 


jobbers’ stocks, 
steel butts, 


from 


quote 
34% x 3% 


(Chicago: 


case lots, old copper and dull brass 
finish, $2.76 per doz. pair; 4 x 4 steel 


butts, old copper and dull brass fin- 
ish, $3.84 per doz. pair; heavy steel 
bevel inside sets, case lots $6.75 per 
doz.; steel bit-keyed front door sets, 
$1.75 per set; wrought brass bit- 
keyed front door sets, $3.25 per set; 
cylinder front door sets, $7.50 per set. 
CHAIN.—Sales are reasonably fair 
and prices are unchanged. 

We quote from jobbers’ _ stocks, 
f.o.b. Chicago: %-in. proof coil 
chains, $8.50 per 100 1lb.; Tenso, Bull 
booze and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 


There is no change in price and the 


demand is good. 
We quote from jobbers’ 
f.o.b. Chicago: Copper rivets 
burrs, 45 per cent discount. 


stocks, 
and 


EAVES TROUGH AND CONDUCTOR 


i 


PIPE.—The demand is slowing down 
somewhat as is to be expected at this 


_ season, 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bead lap joint 











gutter, 5-in., $4.30 per 100 ft.: corru- 
gated conductor pipe, 3-in., $4.75 per 
100 ft.; plain ridge roll, 1%-in., $4 per 
100 ft.; corrugated conductor elbows, 
3-in., $1.36 doz. 
ELECTRICAL AND RADIO MER- 
CHANDISE.—Radio sales are showing 
a rapid increase as the selling season 
starts. 
We quote 
f.o.b. Chicago: 
Electrical Merchandise. — No. 14 
rubber-covered wire, $8 per 1000 ft.: 
in 1000-ft. lots, $7.75; No. 18 lamp 
cord, $13.64 per 1000 ft.; in 1000-ft. 


from jobbers’ stocks, 


lots, $13; %-in. brush brass key 
sockets, 18¢. each; two-way plugs, 
45e, each; in lots of 10, 40c. each: 
one-piece attachment plugs, _ 13c. 
each; two-piece attachment plugs, 
12c. each; dry cells, boxes of 50, 
304u4c. each; less than case lots, 
34c. each. 


Radio Supplies.—Radio B batteries. 
No. 766, $1.40 each; No. 767, $2.62 
each. 

Battery Chargers.—Apco line, in 
lots of less than 10, $13.50 each, net. 

Tubes.—<‘unningham, and RFR. ¢. 
A., $2.50 list. Diseount 25 per cent. 

Loud Speakers.—Western Electrie. 
No. 522W, $9.50 list. Discount 30 
per cent. 





FIELD FENCE.—The demand is very 
good, considering the lateness of the 
season. 
We 
f.o.b. 
100 rods; 
rods. 


FILES.—Prices are firm and sales are 
good. 


We quote from jobbers’ 
f.o.b. Chicago: America files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—tThere is a 
good steady demand and prices are 
very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2, 
$7.20; No. 3, $8.35; 10-qt. galvanized 
after made pails, $2.20; 12-qt., $2.45; 
14-qt., 2.75; 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz.; 
14-bu. galvanized after made baskets, 


from jobbers’ stocks, 
726-6-12%, $29.02 per 
$44.08 per 100 


quote 
Chicago: 
1848-6-14%, 


stocks, 


$5; 1-bu. galvanized baskets, $6.75 
amr 1%-bu. galvanized baskets, $9 
aozZ, 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Orders for spring delivery 
continue to show a very good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose good 
quality, molded hose, %-in. 11%c. per 
ft.; %-in., 14c. per ft.; 5-ply, good 
quality, wrapped, %-in., 9c. per ft.; 
%-in., lle. per ft. Lawn sprinklers. 
Rain King, $28 doz.; original foun- 
tain sprinklers, $8 doz.; Rainbow, 
38-tn. high, $24 doz. 


GLASS AND PUTTY.—Sales are. ex- 
ceptionally good and prices strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 88 per cent discount; 
single strength A, 34 to  40-in. 
bracket, 86 per cent discount; single 
strength A, all other brackets, 85 
per cent discount; double strength 
A, all sizes, 86 per cent discount; 
double strength B, 87 per cent dis- 
count. Putty, pure grades, $3.75 per 
100 lb.; commercial, $3.40 per 100 Ib. 


HATCHETS.—The demand is about 
normal and prices are firm. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
oz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—Prices are 
steady and sales are considered good. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Vaughan - Bushnell, 
16-oz. nail hammers, $10.50 doz.; 
Maydole, $12.60 doz.; other makes, 


16-0z. machinist hammers, $7.85 doz.; 
Competitive grade, 16-oz. nail ham- 
mers, $4.50 to $6 doz. 


HANDLES, AGRICULTURAL. 
—There is still a good active demand. 
Prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: 

Hay Fork’ Handles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX, 
41%-ft., $4 doz.; 5-ft., $4.80 doz.; X, 
4%-ft., $2.40 doz.; 5-ft., $2.80 doz. 

Hay Fork Handles.—Bent, chucked 
and bored, best grade with strap, 


stocks, 


ferrule and cap, 4%-ft., $7.50 doz.: 
5-ft., $8.50 doz.; XX bent, with 
strap, ferrule and cap, 4-ft., $5.50 
doz.: 4-ft., $5.75 doz.: XX bent, 
4%,-ft., $4.50 doz.; 5-ft., $5.50 doz.: 
X bent, 4%-ft., $3 doz.; 5-ft., $3.40 
doz. 
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Fork Handles.— Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., 
doz.; XX bent, 4-ft., $4.15 doz.; 
ft., $4.40 doz; X bent, 4-ft., 
doz.; 4%%-ft., $9.95 doz. 
Garden Hoe Handles.—XX, 4 
$3.45 doz.; X, 4%-ft., $2.40 doz. 
Garden Rake WHandles.—-XX, 5'5- 
ft., $5.25 doz.; X, 5-ft., $3.25 doz. 
Shovel Handles.—Regular pattern, 
XX, 4%-ft., $5.90 doz.; 4%-ft., 
$3.90 doz.; D handle, best grade, 
$7.95 doz.; X grade, $6 doz. 
Spade WHandles.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—The demand is 
good and prices remain unchanged. 
quote from jobbers’ stocks, 


1 Hickory, $4 
doz. ; 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—Prices are unchanged and 
the demand is exceptionally good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., 8-in., $2.70; 10-in., $4.30 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56; 10-in., $5.10 
per doz. pair. 


ICE SKATES.—There is a remarkably 


Manure 


$2.60 


\“ -ft., 


active demand and prices are un- 
changed. 
We quote from jobbers’ stocks, 


Key Clamp—Rocker, 
bright finish, 75c. 
pair; Half ey Clamp—Rocker, 
Women’s and Girls’, bright finish, $1 
pair; Key Clamp—Hockey, Men’s and 
Boys’, $1.20 pair; Half Key Clamp— 
Hockey, Girls’, $1.40 pair. 


LANTERNS.— Sales _ are 
good and prices are firm. 


We quote from _ jobbers’ 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—The demand is only fair 
at this time, but will undoubtedly in- 
crease as the season advances. 


We from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
eac h: No. 35, 8- qat., $8. 67 each. 


LAWN MOWERS.—Future orders for 
spring delivery continue to show a 
most satisfactory volume. 


We ee from jobbers’ 
f.o.b. Chicag 

Lawn Bolere—t0-tn. ball bearing, 
5-knife, ll-in. wheels, $12.35 each; 
16-in. ball bearing 4-knife, 10%-in. 


f.o.b. Chicago: 
Men’ s and Boys’, 


seasonably 


stocks, 


quote 


stocks, 


wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearings; 4-knife, 
9-in. wheels, $7.85 each; 16-in. plain 
bearings, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
S-in. wheels, $8 each; 16-in. plain 
bearing, 3-Knife, 8-in. wheels, $5.85 
each. 


NAILS.—No price changes are re- 

ported and the demand is fairly steady. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated. 
$2.20 per keg base. The extra for 


galvanized nails is now $2 for 1-in. 
and longer, $2.25 for shorter than 
1-in. 


OIL STOVES.—tThe current demand is 
practically over and future orders are 
only fair. 


These are list prices. Dealer's dis- 
counts are noted after each group. 


Oil Cook Stoves 


PERFECTION 
Tom: Te BS ROR vss cc ccovedeoes $17.50 
om See @ Petit ce ccesctcees- ee 
oe. SO Pe, . nes oS eebees 28.50 
ee eee 39.50 
Perfection dealer’s discount, 30 and 


5 per cent on lots of 10 or more: on 
less than 10, 30 per cent. 
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ae (improved Model) 





No. nis «6a ewe en ien $17.50 
No. 43 3 IN ike So 0h nt rty kad ere 22.00) 
SS Fl, er 28.50 

Puritan discounts same as Perfec- 
tion. 

NESCO— 

eT ne ne $9.50 
a §«e ae ED dds cs dcvcenwes 17.35 
a ee ae ED ki vceccueeotes 22.00 
Be, Bee S BUBMOTD occ cccccesces 28.00 
SS) CRS. aa eee 39.50 
No. 1102 high shelf only ........ 5.25 
No. 1103 high shelf only ........ 6.50 
No. 1104 high shelf only ........ 8.00 
No. 1105 high shelf only ........ 9.75 

Nesco dealer’s discount, 30 and 5 
per cent. 

Ovens 
ng ae 

o. 211 1 burner plain door....$2.50 
No 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door... . 4.90 
No. 122G 2 burners glass door... 6.00 
ih DE: sedbveneUweddsseebeakeebes 6.15 


Dealer's discount, on 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent 


PURITAN— 
No. 42G 2 burners glass door... .$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 








cent. 
NESCO— 
No. ._05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealer’s discount, 380 and 5 per 
cent. 

Water Heaters 
es oo abe emeeNl $45.00 
Peete, Tee, GEE vc cccessecees 40.00 
Pees. Fem, GEE cceenecveews 80.00 

Nesco discount, 30 and 5 ot cent; 
Perfection discount, 30) and 5 per cent 


in lots of 10 or more; less than 10, 30 


per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discount same as on 
stoves, ovens and heaters. 


PAINTS AND OILS.—Both linseed oil 
and turpentine take a slight decline in 


oil cook 


price. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 
$1.07 per gal.; 5-barrel lots, $1.04 per 
gal. 

Linseed Oil.—Boiled, barrel lots, 
$1.10 per gal.; 5-barrel lots, $1.07 per 
gal. 

a tical ate lots, $1.30 per 
al. 

Denatured Alcohol.—Barrel lots, 
65c. per gal.; steel drum, extra, $6 
returnable. 

White Lead.—100-lb. kegs, $15.25; 
50-Ilb. kegs, $7.75; 25-lb. kegs, $3.90; 
12%-lb. Kegs, $2. 

Shellac. —(4 %-\b. goods), white, 


$4.25 per gal.; orange, $4.05 per gal. 
English Venetian Red.—In barrels, 


$3.50 to $6.75 per 100 Ib. 
Dry Paste.—Barrel lots, 7'%c. per 
PYREX WARE.—Sales are_ rapidly 


picking up and prices are steady. 
We quote from jobbers’ stocks, 


f.o.b, Chicago: 

Bread Pans.—No. 212, $7.20 doz.: 
No. 214, $12 doz. 

Casseroles.—Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 

Casseroles.—Oval, No. 193, $12 doz.;: 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.: No. 
203, $7.20 doz.: No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.: No. 
232, $14 doz. 


ROLLER SKATES.—Prices are _ un- 
changed and sales are showing a grad- 
ual increase. 


We quote 
f.o.b. Chicago: 


jobbers’ stocks, 
roller skates 


from 
Union 





for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 


$1.40 per pair. 
ROOFING AND PAPER.—There is a 
heavy demand and it is predicted prices 
will advance slightly. 


We quote 
f.o.b. Chicago: 


from jobbers’ stocks, 
Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade tale _ surfaced, 
$2.65 per square; medium tale sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 pér square; red _ rosin 
sheathing, $57 per ton. 


ROPE.—The demand is steady and of 

satisfactory volume. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 24%ec. to 26%c. per Ib.; 
No. 2 Manila, Z3%c. per Ib.; No. 1 
Sisal, 17%ec. per Ib.; No. 2. Sisal 
lb‘%ee. per Ib. 


SASH CORD.—Prices are not likely to 
change and sales are very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$8.55 per doz. hanks; No. 8, $10 per 
doz. hanks. 


SASH PULLEYS.—tThere is a_ good 


steady demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common _ sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common “Sense, 2-in., 60c. doz.; bar- 


rels, 54c. doz.; No. 105, 52e. doz.; 


barrels, 48¢c. doz. 
SCREWS.—Orders are being placed in 
fair volume and prices are firm. 


We quote from_ jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 82-10 per cent new list; 


round head blued, 80-10 per cent new 
list; flat head brass, 76-20 per cent 
new list; round head brass, 74-10-10 
per cent new list; japanned, 74-10-10 
per cent new list. 


SOLDER AND BABBITT METAL.— 


The demand is steady at the new 
higher price level. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $42 per 100 Ib.; medium, 45- 
55 solder, $41 per 100 Ib.; tinners’, 
40-60 solder, $40 per 100 Ib.; high 
speed babbitt metal, $20 per 100 Ib.; 
standard No. 4 babbitt metal, $13 per 
100° Ib. 


STEEL SHEETS.—The demand is very 
good and prices firm. 


We quote from jobbers’ _ stocks, 


f.o.b. Chicago: 28-gage galvanized 
sheets,” $5 per 100 Ib.; 28-gage black 


sheets, $4 per 100 Ib. 
STOVE PIPE, COAL 
There is an active seasonal 
and prices are steady. 


HODS, ETC.— 


demand 


We quote from, jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
30 gage, 12c.; 28 gage, 13c.; 26 gage, 
15l4c. per joint. Corrugated elbows. 
20 gage, $1.20; 28 gage, $1.50 doz. 
Galvanized coal hods, 17-in., $5 doz. 

TRAPS.—There is a_=e gradual and 


steady increase in the demand, as the 
real selling season approaches. 

We 

f.o.b. 

1, $1.38 doz.; 

2, $3.36 doz. 


WRENCHES.—Prices are unchanged 
and sales are normally good. 


We from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent’ discount; Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-On Wrenches. 


from jobbers’ stocks, 
No. 0, $1.10 doz.: No. 
1%, $2.44 doz.: No. 


quote 
Chicago: 
No. 


quote 


— Radio and 


electrical set, $4; No. 101 Master Ser- 
vice Set, $15.25; No. 202 Heavy Set, 
$8.80; No. 303 Ford Master Service 
Set, $14.85: No. 404 Universal Socket 
Set, $8.75; No. 505B Serew 3 Driver 
Set, $3.40; No. 900 Square Socket 
Set, $3.70 All Snap-On Wrenches 


less 40 per cent. 
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Steady Increase in New England Sales— 


Winter Merchandise Moving Well 


(Boston Office of HARDWARE AGE) 


TEADY headway is being made in New Engiand wholesale 


sales of hardware. 


Since the tenth of the month, when the 


first snow and ice of the season was experienced, there has 
been a noticeable increase in bookings of winter merchandise such 
as snow shovels, skates, skiis, sidewalk cleaners, sleds and skates 


by the jobbing houses. 


According to one of them, 
time this season there has been any real snap to things.” 


“it is the first 
In addi- 


tion, there is a large absorption of builders hardware, weather con- 


ditions to date not being against construction. 


There is a grand 


rush by builders to clean up jobs under construction before real 


winter weather comes. 
general current needs. 


Then, again, there is a strong demand for 
But with all the improvement in business 


there is the same note of caution in retail buying. Most everybody 
is still endeavoring to keep stocks as liquid as possible; to create 
a larger annual turnover by restricting variety of each kind of 


merchandise. 


Such buying makes it more expensive for the jobbing house to do 
business, yet all of them feel business conditions could not be health- 


ier. 


general credit situation could be improved upon. 


They are doing less chasing after slow accounts, although the 


One of the most 


encouraging features in the general situation the past week, from 
the jobber’s viewpoint, was the increased interest shown by retail 


dealers in holiday goods. 


There are yet a large number of New 


England retailers who have not covered their holiday requirements, 


but nevertheless materially fewer than a week ago. 


All of the 


major New England industries are doing a larger business, thus 
more people are employed and the buying power of these States is 
being strengthened. The general business outlook assuredly is en- 


couraging. 
AIR MOISTENERS.—Retail 


dealers, ;— 


particularly those in cities, are getting | 


good sales results with air moisteners. 


Most of them, now that heaters have | 


been started, are making window dis- | 
plays. 


We 
stocks: 


quote from Boston jobbers’ 


Air Moisteners.—Galvanized radi- 
ator styles, three pocket, 9-in., $8.67 
per doz. net; five pocket. o in., $13.34 
three pocket, 14-in., $12; five pocket, 
14-in., $16 


AUTOMOBILES.—Growing interest in 
toy automobiles is evinced by the re- 
tail trade. Buying is conservative in 
character, however. 


We quote from Boston jobbers’ 
stocks: 

ogg paey ey Dodge, $4.70 
each net; Ace, $5. Hudson, $9; 
Oakland, $12.80; Hup. $9.50; Nash, 
$11.75; Jewett, $11.75; Oldsmobile, 
$15.20: Overland, $13.50; Packard 
Six, $28: Stutz, $15; Page (all steel 
body), $35; fire captain, $8; Hook- 
and- Ladder, $10.25; Mack truck, 
$24.50. 


BOTTLES.—Cooler weather, making 
something hot at noon necessary for 
the out of doors worker, together with 
the opening of schools, have created 
more activity in the market for vacuum 
bottles. 


We quote from Boston jobbers’ 
stocks: 

Botties.—Vacuum, brown, pints, 
$1.50 each list. Black, pints, $1.50. 

















Green. he nit- pints, $1. 50; pints, $1." 75; 
quarts, $2.75. Nickel plated, plain, 
pints, $2.75; quarts, $4. Corrugated, 
nickel plated, pints, $2.25; quarts, 
$3.25. 
Discount.—25 and 10 per cent. 
_CARVERS.—AIl kinds and makes of 


carvers continue to sell well. Retail 
dealers report there is an excellent cur- 
rent public demand for wedding pres- 
ents. A sizable proportion of recent 
sales placed with jobbers, however, will 
not be offered by retailers until just 
before Thanksgiving. 

We 


stocks: 
Carvers.—Standard makes, $1.70 to 
$7.50 per set net. 


CLOCKS.—The movement of clocks 
out of jobbers’ stocks, both for imme- 
diate and future retail needs, is of good 
proportions. Jobbers have a good 
stock and assortment, consequently are 


quote from Boston jobbers’ 


filling orders promptly when so re- 
quested. 
We quote from Boston jobbers’ 
stocks: 


Ciocks.—Alarm, New Haven styles, 
Tell Tale, black face, radium dial, 
$1.90 each net: Tom Tom, white dial, 
in cases of 24, $2.10; with radium 
dial, $2.75; Tidy Top, white dial in 
cases of 50, $2.10; with radium dial, 
$2.75. Waterbury styles, Thrift, in 
cases of 50, Tie. each net: Relay, 
alarm, Vv igile hy 
white of 50, $1.2 I 
with We ste ae 


in cases of 25 $2.15: 
in 
dial, 


cases 


$2.13. 


dial, 
radium 





styles, American, in cases of 48, 99ce. 
each net; Sleepmeter, in cases of 48, 
$1.32; Jack-O-Lantern, radium dial, 
in cases of 48, $1.98; Bluebird, in 
cases of 48, $1.15; Blackbird, in cases 
of 48, $1.65; Big Ben, in cases of 24, 
$2.15; Baby Ben, $2.15 


CORN POPPERS.—Long cool evenings 
have left their imprint on the market 
for corn poppers. While business is 
not brisk, it is ahead of last year, ac- 
cording to the wholesale firms here. 


We from Boston jobbers’ 
stocks: 
Corn 


quote 


Poppers. —Standard makes, 
1144-qt., $2.75 per doz. net; 2-qt., $3 
and $3.38; 4-qt., $7. 


CUTLERY.—Further optimistic _ re- 
ports are had from jobbers regarding 
business in cutlery. Much of the talk 
about foreign goods, noticeable last 
year and the year before, appears to 
have died down. The general public 
unquestionably wants American cut- 
lery, and the hardware trade is supply- 
ing that want. 
We quote from Boston jobbers’ 


stocks: 
Bread Knives.—Genco, $2.50 per 


doz. net. 

Knives.—Kitchen, No. 303, 80c. per 
doz. net; No. 333A, $2.50. Slicers, No. 
283, , > e: No. 283A, $6; 2017, 
$5.2 Butcher, No. . 

$3. 25; 8-in., $4.75; 9-in., 
in., i * 


$7; 12-in., 
handles 8-in., $7.75; 10-in., $10.75; 
12-in., $14. 25. Grapefruit, No. 342, $2. 
Straight Shears.—Universal line, 
japanned, - -in., $8 per doz. net; 
$9; 7%-in., $9.! 


in., ; 7-in., 
$10.10; 9- in., $12. Nickel plated, 
= in., $9. 15; 614- -in., $9.55; 7-in., $10.10; 

6-in. $10. 75; g- -in., $11.15: 9-in., 
$17. Left hand, 7%-in., $13.80. 

Bent Trimmers.—Japanned, 
a 8-in., $10.75; 9-in., $13.55; 

$16.90. 

Barbers’ Shears.—Nickel plated, 
7% $12 per doz. net; 8-in., $12.80. 

Leisure. —Pocket, 4-in., $8.35 per 
doz. net; 4% -in. $8.65. Embroidery ; 
31%4-in., $7. 65: 4- -in., $8.35. Ladies’ 
4-in., $8.35; 4%-in., $8.70; 5-in., $9; 
6-in., $10.35. 


ELECTRICAL GOODS.—Each year 
finds an increasing market for all 
kinds of electrical goods. When elec- 
tricity is installed in a home, about the 
first thing the housewife begins to 
think about is something to make life 
less strenuous. Electrical goods as- 
suredly are time and strength savers. 
Jobbing sales so far this fall are run- 
ning well ahead of those reported a 
year ago. 


We from Boston jobbers’ 
stocks: 

Toasters.—-Rogers Quality, $1.80 
each net. Universal line No. E3946, 
$10 per doz. net, larger size, $3.85 
each net; reversible, No. E947, $6; 
self turning, No. FE9412, $5.35; oven 
type, No. 942, $5.65; Reverso, $5. Sun- 
beam, in lots of less than six, $5.67 
six or more, $5.35. 

lrons.—Universal, No. 907, $3.35 

No. 9021, $3.35; 


each net; tourist, 
De Luxe, $4.50; 


wrinkle proof, $4; 
laundry, $6. 

Curling Spt gg A handle, $2.80 
each net, with comb, $3.35; mahogany 
handle, $2.50, with comb, 3. 

Hot Water Bottles. — Aluminum, 
3-pt., $2.03 each net. 

Heaters.—Polar Cub, in lots of 12, 
$2.75 each net, in lots of less than 12, 
$2.95. Universal, 12-in., 
$5; fluted case, brown, 


7-in 
10- 


quote 


brown case, 
12-in., $5.34; 
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14-in., $5.65. Assortments, three fancy 
colors, $10.50 per assortment. 

Pads.—Universal, $5.65 each 
Thermax, $3.30. 

Coffee Machines.—Universal, $9 to 
$18 each net. 

Percolators.—Universal, $5.50 to $10 
each net. 

Waffle trons.—Universal, No. E9300, 
$10.13 each net; No. E9314N, $10; No. 
9305N, $6.65. 

Table Stoves.—Universal, $10 each 
net; Armstrong, each, in lots of 
six or more, Waffle iron at- 
tachment, $2.52. 


FOOTBALLS.—Footballs are selling 
more freely than at any previous time 
this season, according to some of the 
jobbers. Business could, however, be 
better. Current buying is confined 
very largely to those retail dealers 
maintaining a sporting department. 


We from Boston 
stocks: 

Footbalis.—No. 35, 
net; No. A4, $10; No. A 
5, $15. India pig-skin, 


net. 
Bladders.—No. 3, $3.50 

net; No. 5, $4.50. 
FUSES.—Some improvement is re- 
ported in the call for fuses. They are 
handy things to have about the house 
using electric light and power, and re- 
tail hardware dealers will do well to 
remind the public of this fact. 
We Boston jobbers’ 
stocks: 
Fuse Plugs.—aAll 
less than 50, $4.50 
boxes (50 packages), $3.75 per 100; 
in standard packages (500 plugs), 
$3.10 per 100; 500. plugs of one kind, 
$2.85. 
GUNS AND AMMUNITION.—The offi- 
cial opening of the brush hunting sea- 
son in Massachusetts was preceded by 
a somewhat more active demand for all 
kinds of guns and ammunition. Be- 
lated buying has served to keep. whole- 
saler’s interest alive since then. 

“ We quote from Boston jobbers’ 

stocks: 

Drop Shot.—Air rifle, $3.35 per bag 
net; sizes No. 1 to No. 9, $3.10; in 

tubes, $4.95 per case. 
Guns.—Stevens air rifles, No. 
$4.05 each net; No. 26, $4.95; No. 


$6.12; No. 17, $7.50; No. 27, $8: No. 
Shot guns, No. 107, $8.85; 


net; 


quote jobbers’ 


$5.50 per doz. 
AD5, $12.50; No. 
$42 per doz. 


doz. 





per 


quote from 


lots of 
in unit 


sizes, in 
per 100; 


12%, 


12, 


No. 115, $10.50; No. 215, $18; No. 235, 
$20.75; No. 315, $21; No. 330, $21.85 
No. 353, $24.30. Savage, bolt action, 
single shot, No. 04, $6; repeating 
shot gun, No. 21A, $41.75. Baker 
Batavia leader, double barrel, $532; 
Black Beauty, double barrels, $50. 
Page & Lewis, 22 action, model D, 
$3.75. 
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HORSE PADS.—Complying to new 
lists issued by manufacturers men- 
tioned in last week’s market letter, 
local jobbers have revised downward 
prices on horse pads. New prices fol- 
low: 
We 
stocks: 
Horse Pads.—19 in., $5.25 per doz. 
net; 20 in., $5.50; 21 in., $5.75; 22 in., 
$6; 23 in., $6.25; 24 in., $6.50. 
JAR RUBBERS.—New prices are out 
on jar rubbers, which are as follows: 
We 
stocks: 
Jar Rubbers.—-Good Luck, for Ma- 
son and Lightning jars, in case lots, 
12 gross to the case, 75ec. per gross 
net; in less than case lots, 80ec. In 
10 case lots, 75c. per gross less 5 per 
eent discount. 
KEGS.—A somewhat better demand 
for kegs has existed the past week, but 
buying has run mostly to large ones. 
Jobbers’ stocks are broken. 


quote from Boston jobbers’ 


quote trom Boston jobbers’ 





We quote from Boston jobbers’ 
stocks: 

Cider Kegs.—Oak red, 5-gal., $1.50 
each net; 0-gal., $1.85; 15-gal., 
$2.10; 20-gal., $2.50; 25-gal., $2.75; 


30-gal., $3; 50-gal., $4. White, 5-gal., 


$1.60; 10-gal., $2; 15-gal., $2.30; 20- 
gal., 2.60; 25-gal., $2.90; 30-gal., 
$3.20; 50-gal., $4.25. 


KNIFE SHARPENERS.—Although a 
small article, many retail dealers are 
getting good results in pushing sales 
of knife sharpeners, if the current job- 
bing business can be taken as an indi- 
cation. In several of the Boston stores 
knife sharpeners have been prominent- 
ly displayed on separate tables with a 
man behind the table to make demon- 
strations. 
We quote 
stocks: 
Knife Sharpeners.—12 per doz. net. 
LANTERNS AND GLOBES.—Buying 
of lanterns and globes is seasonal. Or- 
ders received by local jobbers vary 
considerably. Most of them are for 
fairly large jags of stock, while others 
concern only a small amount. 
We quote from Boston 
stocks: 
Lanterns.—Oii, 
per doz. net; with ruby 
Blizzard, No. 2, $13; D-Lite, $13; 
Little Wizzard, $8.50. Mill lanterns, 
$24.75 in lots of three dozen; Beacon, 
$31.50: Driving, left hand, $17.50; 
roadster, wagon, left hand, $17.25. 
Gasoline, No. 1327, $5.25 each net; 
No. 1.427, $6: poultry house lantern, 
$7.50. Hy-Lo, $7.50 per doz. net. 


from Boston jobbers’ 


jobbers’ 


Monarch, No. 0, $8 


globe, $9.75: 





75 


Globes.—Blizzard, Fitzall, in less 
than five doz., and in five doz. lots: 
Less Five Doz. 
Blizzard, lockknob .$1.25 $1.10 
a aaa a a ca 1.30 1.15 
BpGees WUT cncccccces | 25 3.00 
Little Wizzard ......... 1.15 1.00 
Junior Blizzard ........ 1.20 1.05 
NETTING. — Jobbers have _ revised 


prices on galvanized hexagon netting 
to comply with new lists recently is- 
sued by the manufacturers, mention of 
which was made heretofore. 
We quote from Boston jobbers’ 
lists: 
Netting.—Galvanized hexagon, from 
store, 40, 10 and 5 per cent discount; 
direct factory shipments, 50 and 7% 
per cent discount f.o.b. Worcester, 
Mass. 
POCKET KNIVES.—Encouraging re- 
ports are still had concerning the sale 
of pocket knives for the holiday trade. 
Every jobber in this market has sold 
considerably more stock than he did to 


the corresponding date last year. 





We quote from Boston jobbers’ 
stocks: 
Pocket Knives. — Universal line, 


jack, $4 to $16 per doz. net; pen, $10 
to $30 per doz. net. 
Assortments, No. 100, two blades, 6 


patterns, & per assortment of 12. No. 
150, 3 blades, $12. No. 250, two and 
three blades, pearl handles, $18. No. 


$650, jacks, two blade, $6. 
ROASTERS.—Quite a few of those re- 
tail dealers who have put off buying 
roasters have come into the market 
since last reports. 


We quote from Boston jobbers’ 
stocks: 

Roasters.—Savory, small family 
size, single or in lots of three doz., 
$8.40 per doz. net; medium family 
size, small lots, $15 per doz.; large 
lots, $14.40; No. 11, one coat of blue 


enamel, small lots, $21.25: large lots, 
$20.75: No. 41, small lots, $27.50; large 
lots, $27; No. 43, three coats of gray 
enamel, small lots, $34.35; large lots, 
$33.60. 


SAW FRAMES.—Retail sales of wood 
saw frames and blades have speeded 
up since the first real suggestion of 
winter was experienced a week or so 
ago. Those with small supplies have 
had to re-order from the jobbing trade. 

We quote from Boston jobbers’ 

stocks: 

Wood Saw Frames.—No. 03, $5.85 

per doz., net; No. 50, $6.50; No. 40, 


7.48. 
Blades.—No. 6. 30-in., $5.20 
doz. nef; 32-in., No. 11, 30-in.. 
$6: 32-in., $6.65. , o2-in., 
Complete Sets.—No. 150, $12.75 per 


doz, net; No. 150 Champion, $13.65; 
No. 40, $15.55; No. 45, $15.20; No. 
111, $16.35. 





International Silver Co. to Start Special Advertising 
Campaign 


Beginning Oct. 31 the International | well-known Utility Tray, retailing at 
Silver Company will inaugurate an ex- | $26.10, will be “spotlighted” during the 


tensive special advertising campaign. 
The campaign will be largely localized 
in 44 newspapers in 27 principal cities 
of the country, covering not only the 
cities themselves but the territory ad- 
jacent. This is one of the largest news- 
paper campaigns ever planned by a 
silverware company or by makers of 
similar products. It will extend over 
a period of three weeks and is expected 
to reach thirteen million women read- 
ers. The campaign features the “Value 
Demonstration Event.” A typical value 
in 1847 Rogers Bros. Silverplate has 
been selected to bring to the attention 
of this host of possible buyers. One 
of the 26-piece combinations in the 


to result from this effort. 
been in the works for many weeks and 





three weeks and extensive plans have 
been made to enable the retailer, wher- 
ever he may be doing business, to get 


his share of the sales that are expected 
Plans have 


the attention of the trade has been 


brought to the matter by the company’s 
salesmen and through the mail. While 


it has been impossible to cover every 
city of the country the company be- 
lieves it has been successful in using 
papers in practically all of the key 
cities and also believes that not only 
the retailers in the immediate and ad- 
jacent territory directly covered by 
these papers will be the gainers by 


'this campaign but that the dealers 





| Portland, 
_Houston, Cincinnati, Buffalo, Baltimore, 





throughout the country will profit by 
the awakened interest and the stimulus 
given to the demand for 1847 Rogers 
Bros. Silverplate. The cities in which 
newspapers will carry this advertising 
are: Philadelphia, Pittsburgh, Cleve- 
land, Detroit, Chicago, Kansas City, 
St. Paul, Minneapolis, San Francisco, 
Los Angeles, Indianapolis, Seattle, 
Denver, Atlanta, Dallas, 


Memphis, Jacksonville, Tampa, Miami, 
Oklahoma City, New Orleans, Louis- 
ville. It will be noted that the cities 
selected have been chosen very largely 
with the idea of blanketing as far as 
possible the entire country and this 
objective will explain why certain other 
cities, which might well have been 
chosen had the campaign been merely 
a series of local campaigns, were not 


| used in this particular campaign. 
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Retail Sales Improving 
N. Y. Prices Firm 


Collections Are Slow 
R ite »: sales have shown a decided improvement in 


the past two weeks. 


The recent cold snap started 


the ball rolling in this territory, and although there 
have been a few warm days in the past week, the improve- 


ment has continued. 


Loca] jobbers are preparing to attend 


the joint convention to be held in Atlantic City next week, 
and are, of course, busy cleaning up various details which 
will permit executives to attend the sessions. 

Prices have been very firm in New York, and a compari- 
son on both staple and seasonable items show a uniformity 


of quotations. 


Local retail stocks are considered to be in 


a very healthy condition, and wholesale stocks are said to 
be adequate for current demands. 


Collections have been rather slow throughout this market. 


Brush Sales Fairly Good 


_uled for November. 


Outside Greater New York | 


In the suburban towns adjacent to | 


New York City there has been an ac- 


tive flurry of interest for various kinds | 


of household brushes. The cold weather 
has stimulated a moderate demand for 
furnace cleaning brushes, and of course 
there is the regular trade on brushes 


for cleaning purposes about the house. | 


Prices are very firm on this market, 
and stocks appear to be in good con- 
dition. 


JOBBERS'’ ad kage. ae RE- 
TAILERS, F.O YOR 
A discount of yay ied cent on the 


following household and personal use 


brushes, which are quoted here at 
list prices: 

Nail brushes, 85e. each; — split 
duster, $1.25; cloth brush and _ skirt 
brush, $1.60; dust mop, $1.90; bath 
brush, medium, $1.95; large, $2.30: 
refrigerator brush, 30c.: percolator 
brush, 15c.; vegetable brush, 25c.: 
dish mop, 35c.; pan greaser, 30c.: 
dustpan and _ brush, $1: radiator 
brush, 55c.;: bottle brush, 35c. 

~ ~“ v > 
Cotton Gloves Very Active: 


Prices Are Firm 


Jobbers report a very active demand 
for cotton gloves in the several leading 
styles. Prices are considered firm and 
stocks appear satisfactory. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 

Cotton gloves, 6 oz., canvas, $1.40 
per doz. pair; 9 oz. canvas, $2.04 per 
doz. pair; 8% oz. Jersey, $2.16 per 
doz. pair; 8 oz. with leather palm, 
$3.84 per doz. pair, and 8 oz. Gaunt- 
let type, $4.20 per doz. pair. 


Xmas Tree Stand Prices 
Offered in N. Y. Market 


Metropolitan jobbers have _ issued 
prices on Christmas tree stands. There 
has been an active demand for this 
item. Deliveries in most cases are sched- 








settee ene 








Prices will hold as 
given according to local distributors. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


(Christmas tree stands, Gem, $4 per 
dozen; Crown, No. 2, $7.86 per dozen; 
in box lots, $7.50 per dozen: Crown, 
No. 3, $13 per dozen, and in box lots, 
$12.50 per dozen. 


Axe Demand Increasing from 
Up-State Towns 


_ There has been a noticeable increase 
in the demand for axes from up-State 
dealers. On the eastern half of Long 


Island and in northern Jersey where 


kindling wood is available, there has 
also been an active interest shown for 
this item. Prices are not expected to 
change, and it is felt that the continu- 
ation of high coal prices will materially 
aid the sale of axes through the hard- 
ware trade in this section. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Axes, Long leaned pattern, 2% to 
3 Ib., $1.69 each; Connecticut pat- 
tern, 2% to 3% Ib., $1.70 e ach; 3 to 4 
Ib., $1.75 each. and 4 to 5 Ib., $1.81 
each. Columbia pattern, 3% to 4% 
Ib., $1.80 each: 4 to 5 Ih., $1.85 each. 
and 5% Ib., $1.95 each. Kentucky 
pattern, 3 to 4 Ib., $1.45 each: 4 to 5 


Ib., $1.58 each. 


Good Holiday Demand 
Expected for Sleds 


An unusually good holiday demand 
for sleds is expected and _ predicted 
freely in the metropolitan hardware 
market. Prices are expected to hold 
and wholesale stocks are in good condi- 
tion. Jobbers have already received 
attractive orders for December deliv- 
eries. Sleds are always active during 
the Christmas holiday season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


F"exible Flyers, No. 1. $2.50: No 
2. $3.17; No. 3, $4: No. 4. $4.33: No. 5 
begs 83; Junior Racer, 50; Racer 

Firefly sleds. No. 9. $1.14: No. 10 

1.57: No. 11, $1.71: No. 12. $1.94 and 


Firefly racers, 


$2.00 each net, 
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Sash Cord Demand Active 
Say N. Y. Jobbers 


Sash cord continues very active in 
the New York market, according to 
jobbers in this city. The recent ad- 
vance of 2c. per lb. on lower price sash 
cord is being adhered to rigidly, it is 
said. Local heavy building programs 
have helped the general sale and de- 
mand for sash cord. Stocks are con- 
sidered satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Sash cord, Samson Spot, No. 8 to 
No. 12, 74c. per Ib. base; Phoenix, 
No. 8 to 12, 42%c. per Ib.; Aetna, 
No. 8 to No. 12, 36c. per Ib. 

EXTRAS.—No. 7 is lc. per Ib. ex- 
tra and No. 6 is 3c. per Ib. extra. 


Ash Cans Are Selling; 
Kindred Accessories Active 


Galvanized ash cans are selling ac- 
tively in the New York market. There 
has also been an attendant good de- 
mand for necessary accessories such as 
ash sifters and ash can trucks. Prices 
are firm and fairly uniform through- 
out the city. Wholesale stocks appear 
to be in good condition. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Ash cans, galvanized, No. 0170, 
$2.20 each; No. 0180, a" each; No. 


0190, $2.70 each; No. 0300, $1.65 each; 
No. 0400, $1.90 each and No. 0500, 
$2.10 each. 

Rotary ash sifters are being quoted 
at $1.95 each. 

Moore’s handy truck is. being 
quoted at $2.25 and in lots of 3 or 


more, $2.10 each. 


Furnace Scoops Active 
in N. Y. Territory 


Jobbers and retailers in the New 
York_hardware market area report a 
very active sale on furnace scoops. 
Some distributors predict a banner 
year on this item. Prices have been 
firm and stocks appear to be satisfac- 
tory for local needs. The recent cold 
snap stimulated the sale of furnace 
scoops considerably. 


JOBBERS’ QUOTATIONS a. RE- 
TAILERS, F.O.B. er YOR 
Furnace scoops, No. tees back, 
black steel blade, hone Ag, ‘D”’ ha 
dle, $5.04 per doz.: long handles, $4. 30 


per doz.; furnace scoops, No. 2, riv- 
eted back, heavy black steel blade 
and wood “D’’ handle, 84c. each; 


long handle, 84c. each. 


Roller Skate Races Help 
Stimulate N. Y. Sales 


The keen interest being shown in 
school boy and school girl roller skate 
races has stimulated greatly the de- 
mand for various types of roller skates 
in this territory. The weather has 
been very suitable for children to play 
outdoors, which has been another help 
in the sale of this line. Prices are un- 
changed, and stocks appear to be in 
good condition. 

JOBBERS’ QUOTATIONS TO. RE- 

TAILERS, F.O.B. NE YOR 

Roller skates, Fa No. “ag ball 
bearing, for boys, $1.42 per pair; 
same. No. 6, for girls, $1.52 per pair. 

No. 2 extension roller skates, ‘for 

boys, 72c. per pair; same for girls, 

No. 3, 78c. per pair. 
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Snow Goods Sales Fair 
for Future Delivery 


In preparation for the first snow- 
storm, retailers who obtain their sup- 
plies from the New York market, have 
been placing fairly good orders on 
snow goods. These call for future de- 
livery. Some retailers have taken 
their stocks so that they will be pre- 
pared. Other orders call for shipment 
the latter part of this month and early 
in November. Prices are not expected 
to change throughout the season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Long handled snow shovels, $4.50 
per doz.; American steel, $9.35 per 
doz.; galvanized steel (2% x 16 in.), 
$11.40 per doz.; Menzie shovels, $10.80 
per doz. 

Snow pushers, 12 x 18 in., $12 per 
doz.; 12 x 24, $16.20 per doz. 

Street cleaners, 12 x 31, $33 per doz. 

Sidewalk scrapers, solid shank, 
steel blade, 7 x 4%. black finish, $4.20 
per doz.; sidewalk scrapers, 7 x 5B, 
half polished, dlack finish, $6 per doz. 


Weatherstrip Very Active; 
Prices Are Uniform 


Weatherstrip has been very active in 
the New York wholesale hardware mar- 
ket. Prices as reported show a uni- 
formity throughout the city. Stocks ap- 
pear to be in pretty good condition, in 
spite of the fact that sales have been 
unusually heavy. 


JOBBERS’ yt it Ae ee TO RE. 
TAILERS, F.O.B. YORK: 

Wirf’s Bate nraey pots 500 ft. 
to the reel, maroon, $27.50 per reel; 
white, $35 per reel. 

Nero weatherstrip, in 500 ft. reels; 
a $21 per reel or $4.20 per 

Metropolitan weatherstrip, in 100 
ft. rolls; No. 0 and No. 1, 
_ No. 1%, $2.55 oi roll, 

$2. 90 per roll; No. 4, $3. 60 per roll, 
as No. 7, $4. 35 per roll. 

Metallic tag iggy in 100 ft. 
rolls; No. 38, $2.15 per roll; No. 39, 
$2.55 per roll, and No. 40, $2.90 per 
roll. 


Felt weatherstrip, in 100 ft. po) 

No. 18, .35 per roll; No. 19, $2.75 

per roll, and No. 20, $3. 75 per roll. 
Flexible weatherstrip, in 100 ft. 
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rolls: No. 8, $1.90 per roll; No. 9, 
$2.30 per roll, and No. 10, $3.05 per 
roll. 


Dealers Order Ice Skates 
for November Delivery 


Hardware dealers in the New York 
area are now placing good orders for 
ice skates. These call for November 
delivery. It will be remembered that 
there was a serious shortage of ice 
skates in the middle of last year’s 
skating season. Memory of this situa- 
tion is thought to be one of the basic 
factors in stimulating the very encour- 
aging early interest being shown in ice 
skates this year. 


JOBBERS’ QUOTATIONS TO PE.- 
TAILERS, F.O.B. NEW YORK: 
— skates, No. 1624, 84c. per pair; 


No. 1624%, $1. 19 per pair, No. 524%, 
$1.31 per pair; No. 424%, $1.69 per 
pair; No. 6624, $1.12 per pas No 
6624%, $1.44 per pair; No. 241% L, 
$1.57 per pair; No. 424%L, 32 per 
pair. 

Extension bob ice skates, 45c. per 
pair. 


Oil Heaters Are Selling 
in Large Quantities 


Throughout the New York market 
there has been an unusually large de- 
mand for oil heaters. Jobbers report 
that this item was particularly active 
during the recent cold snap. The pos- 
sibility of a coal shortage, and the fact 
that coal has been very high in this 
territory, has also served to stimulate 
the sale of oil heaters. Oil cook stoves 
have also been selling actively, par- 
ticularly on the eastern half of Long 
Island, in northern Jersey and various 
up-State New York cities. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Oil Heaters 
NESCO— 


No. 12—3 qt. steel reservoir, 
anned trimming, $5.50 each. 
No. 15—4 qt. same, $6.75 each. 
No. 0190—4 qt. same, nickel trim- 
ming, blue enameled body, $9.50 
each. 
These are list prices. Dealers are 
quoted 30 per cent off 


jap- 








17 


In lots of 10 or more, dealers re- 
ceive a discount of 30 and 5 per 


cent. 

PERFECTION— 
Se BU ee ee $17.50 
INO. TS FJ DUPMORS..cccccccccccsc Baoll 
ae, eB ren 28.50 
Dees Te © WM oc ccceccceses 39.50 


Perfection dealer’s discount, 30 and 


5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)— 
Se fe ee $17.50 
No. Ce Wa hes ccctscicis Oe 
Bee, GO 4 WOPMORB.. cccccccccccs Be 
Puritan discounts same as Perfec- 
tion 
NESCO— 
Se: Se Ae $9.50 
| el ee ere 17.35 
Bee SE Oe IIs cc ccccccecece Se 
IEG: SEG & DUPMGTS. cc cccciccccee BO 
eS: ER 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealer’s discount, 30 and 5 
per cent; in lots of 10 or more, 30 
and 5. 
Ovens 
PERFECTION— 
No. 211_ 1 burner plain soar... Sas 
No, 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. Prod 2 burners glass door... 6.00 
a a i a 6.15 
x om A discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door.. .$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door..... $2.10 
No. 51 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealer’s discount, 30 and 5 per 
cent. 
Water Heaters 
ee iia een ee ewe cbs $45.00 
Perfection No. 413. ..ccccccccers 40.00 
Perfection No. 421.........cccce 80.00 


Nesco discount, 30 and 5 per cent. 


Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 
Wicks, Etc. 
Perfection and Puritan, $4 doz., 
and $48 per gross. 
Discounts, same as on oil cook 


stoves, ovens and heaters. 





Attractive Counter Display 
for Kling Klip 


For the purpose of assisting retail- 
ers in the sale of the Kling Klip Shav- 
ing Brush Holder, A. K. Trout Co., 
Inc., manufacturer and importer of 
specialties, 342 Madison Avenue, New 
York City, is supplying these ingenious 
devices in connection with attractive 
counter displays. 

The Kling Klip is a patented device 
that fills a long felt want of every one 
who uses a shaving brush. 

It is made of a metal spring clip, 
highly nickel-plated and polished, com- 
bined with a rubber vacuum suction 
cup which will stick or adhere to any 
smooth surface such as wash basin or 
stand, glass toilet shelf, mirror or even 
the tile wall of the bathroom. 

Each Kling Klip is packed in a three 





colored individual carton; 12 of these 
small cartons are arranged in a beau- 
tiful container designed with demon- 


stration cut-out and makes an attrac- 
tive counter display without taking up 
unnecessary space. 
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Business Improving in Pittsburgh— 


Outlook Regarded as Favorable 


(Pittsburgh office of HARDWARE AGB) 

r YHE report about hardware business in this district still is of 

an encouraging tenor. While no’ one makes the claim that 

business is really good by comparison of other years at this 
season and actually some of the city retailers continue to find trade 
rather slow, the average of reports is that each week is recording a 
slight gain in total sales over the previous week. With the steel in- 
dustry showing a well sustained operation and with order books full- 
er than they have been before since the early part of the year, the 
district is in a fair way to develop sufficient buying power from that 
source to offset the lack of it in the coal industry. In the latter indus- 
try the prospect is brighter than it has beers particularly in regard to 
coke for which there is a heavy demand and soring prices because 
the first wave of cold weather has found no sign of a settlement 
of the anthracite strike. Coke prices have reached levels that are 
profitable even on the union scale of wages and if the suspension 
of hard coal mining continues into the winter, there is the pos- 
sibility that there will be a demand for coke and soft coal that will 
force idle productive capacity into operation with its attendant 
effect on wages. The cessation of hard coal mining appears likely 
to have a more far reaching effect than was at first imagined. 
Already it has been responsible for such high prices for coke that 


the makers of pig iron are beginning to talk about higher prices | 
based on higher fuel costs. Pig iron cannot advance much without | 


having some effect upon the market for finished steel. Of course 
any strength based on this factor alone would be temporary be- 
cause at some time there will be a settlement of the trouble be- 
tween the anthracite mine operators and miners. 





FIRE SHOVELS.— This item 


blank or tapped, 3.25c. off list; c.p.c. 
and t. blank or tapped, 3.35c. off list: 
rivets, small wagon and tinner’s, 60 
per cent off list. 


COAL HODS. — Rural retailers have 
been pretty active buyers of coal hods 
following the advent of the first cold 
weather of the season. 


Jobbers quote: 


Japanned, No. 5, 16-in., $6.80 per 
doz. ; 17-in., $7.20: galvanized, No. 
10, 16-in., $9.30; 17-in., $10; 18-in., 
$11; 20-in., $15; galvanized, extra 
heavy, 17-in., $15; 18-in., $16; galva- 

16-in., $12; 17-in., 


nized funnel top, 
$13. 


also has 


‘felt the stimulation of cold weather and 
jobbers have delivered some good sized 
'shipments lately. Jobbers quote: 





Stamped sheet steel, Japanned, flat 
handle, $1 per doz.; round handle, 
Japanned, $1.30; galvanized, $1.70. 


MILL, MINE AND FACTORY SUP- 
PLIES.—Mining supplies are showing 
more activity and there has been a very 
fair movement of coal picks in partic- 
ular. 
beginning Nov. 1 will be announced 
Oct. 26, and the indications are that 


Rope prices for a 60-day period 


the present prices will be reaffirmed. 





The district has had its first taste of winter weather and with | 


it has come a lively demand for heating apparatus and accessory 
equipment. Another active spot is in radio batteries for which there 
has been a huge demand, the use of radio sets being stimulated by 
the fact that the Pittsburgh club of the National League was one 
of the participants in the World’s Championship Series. Mining 
tools are beginning to pick up in demand and there continues to 
be a very steady demand for builders hardware and other items 
used in building finishing. 

The week has brought no important price changes. 
for the 60-day period beginning Nov. 1, will be announced Oct. 26. 
Preliminary advices suggest the continuance of present prices. 

For the first time in several months the report about collections 
is fairly favorable; they are not yet slain but vieiaed are getting better. 





BATTERIES.—Beside the stimulation |~ 
of long nights and clearer air, the de- 
mand for radio batteries has been 
boosted substantially by interest in the 


each in full packages; 30c. each for 
broken packages. 

BOLTS, NUTS AND RIVETS. — De- 
. ; < mand for bolts and nuts is steady but 
World’s Championship Baseball Series |. “ ; : 
ote jobbers ious cas been able to|*> Prove noe es eee ee wna 
whee a ver heavy turnover. Prices | production capacity of the country. 
aa why Scat. : . ° | Prices are firm because there is no con- 


siderable profit in them at the rate of 





Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit | mands. 
en Ps — - - moderate. 
; _ ms “i ayn We quote out of jobbers’ stocks as 
No. 163 $1.05 $0.97 follows: 
NO. T6820... .2-eeeee 1.32 1.22 Machine bolts, small rolled threads, 
NO. (64 22... ee eee, 1.22 1.14 50 and 10 per cent off list; all sizes 
NO. 400 woes cere ee eee 1.40 1.30 cut threads, 50 per cent off list; car- 
NO. (00 ee: 2.62 2.44 riage bolts, small rolled threads, 50 
NO. 172 oes eee e ee eee 2.62 2.44 per cent off list; all sizes cut threads, 
NO. 110 wee eee e renee 3.33 3.09 45 per cent off list; stove bolts, 75 
NO. TIL wee cece eens 42 .39 per cent off list: tire bolts, 40 and 
No. 6 dry cells, ignition type, 29c. 10 per cent off list; nuts, hot pressed 








Rope prices | | 


PAINTING MATERIALS. 


Jobbers’ prices to retailers: 

Pipe Wrenches.—Walworth, 

5 per cent off list; Trimo, 70 and 5 
per cent off list; Larco, 70 per cent 
off list. 

Fittings.—Cast iron screw, 36 per 
cent off price list; flange, 47 per cent 
off list; malleable, lb., list plus 4 per 
cent; standard iron body gate valves, 
35 and 5 per cent off price list: 
standard brass globe valves, 30 per 
cent off list; standard brass gate 
valves, 45 per cent off list. 

Rope. — First grade long fiber 
manila, 26c. per Ib.; sisal, 18c. 

Belting. —No. 1 leather, 45 per cent 
= list; No. 1 rubber, 40 per cent off 
is 

Twist Drills.—Carbon, 60 per cent 
, list; high speed, 45 per cent off 
m. Files. —High grade, 


70 and 


v0 per cent off 
Rim —Wood screws, 72% and 5 
per cent_ off list; milled cap ‘and set 
screws, 75 per cent off list. 

Picks and Mattocks.—Carbon picks 
and mattocks, 50 per cent off list. 

Hacksaw Blades.—Best grade, 56 
per cent off list. 


— Business 


in these lines still is rather slow. Lin- 
seed oil has advanced 1c per gal. but 


| ‘other 


items are holding at recent 


‘prices. 

















| 





Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15\4c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots | of a ton or more; tur- 


pentine, $1.25 per gal. in barrel lots: 
linseed oil, $1.11 per gal. in barrel 
lots. 


SHEET METAL. — Steady demand is 


operation permitted by present de- | ‘reported by Pittsburgh jobbers for 
Demands upon jobbers are | sheet copper and zinc in connection 
with new house finishing work. Prices 
are very firm and an advance is looked. 


or. 


We quote sheet copper at 22%c. 
per Ib. from jobbers’ stocks in lots 
of 300 lb. or more and 26%c. per Ib. 
in single sheets; sheet zinc, 12%c. per 
lb. in loose sheets; 11%4c. in 100 Ib. 


casks: 11%c. in 300 Ib. casks and llc 
in 600 Ib. 


casks. 
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SHEET STEEL.—Recent irregularity 
and weakness in mill prices is disap- 
pearing as a result of the fact that 
there has been a big gain in business 
over the past 45 days and manufac- 
turers now are in a position to take 
a firmer and more independent stand 
about new _ business. Independent 
manufacturers in September’ booked 
300,000 tons of new business and added 
about 50,000 tons to unfilled obliga- 
tions. None of this business is in the 
form of contracts which so frequently 
mean merely an option on a certain 
tonnage for the buyer to exercise or 
not, according to his requirements. This 
month’s business has been running well 
ahead of that for the same period last 
month. Quotations announced by most 
manufacturers last week as their min- 
imum represent an advance of $2 to 
$3 a ton over what they previously 
were accepting. There has been no 
change in jobbing prices. 


Prices out of Pittsburgh jobbers’ 
stocks: Galv. flat, No. 28 gage, $5.30 
base per 100 Ilb.; corrugated No. 28 
gage, 2%-in., $4.49 per panes: one 
pass cold rolled black, 28 gage, 
$4.15 base per 100 Ib., all for lots of 
one to nine bundles. 


SIDEWALK CLEANERS AND SNOW 
SHOVELS.—The fact that with lower 
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temperatures came snow has _ stimu- 
lated some interest in these lines. Job- 
bers quote: 

Cleaners, $8.40 to $16.80 per "gross. 
Shovels, malleable blade, D handle, 
$12 per doz.; long handle, $10; bass- 
wood blade, 'D handle, $11, long han- 
dle, $10; hard wood split blade, D 
handle, $14, corrugated galvanized 
sheet steel blade, hard wood, D han- 
dle, $22. 

STOVE BOARDS.—This line is bene- 
fitted from activity in stove and heat- 
ers created by a cold spell which ex- 
tended over the Eastern. half of the 
country in the past week. Jobbers 
quote: 


Wabash, No. 9 square, paper lined, 
crystallized, 18 x 18 in., $12.50 per 
doz. ; in. x 24 in., 15; 26 in. x 26 
in., $16; 28 in. x 28 in., $19; 30 in. x 
30 in., $21. 60; 32 in. x "32 in., $26.40; 
35 in. x 35 in., $32.40; No. 3 square 
wood lined crystallized, 24 in. P 24 
—g $25.20; 26 x $30; 28 in. 

8 in., $36; 30 i By & i, $40; 33 in. 
. 3 in., $48; 36 he. x 36 in., $58. 


STOVES AND HEATERS. — Better 
movement is reported by jobbers on 
account of cooler weather. 


STOVE PIPE AND ELBOWS. — Job- 
bers report a good movement out of 
stock as a result of cold weather. Prices 
announced early in the year are hold- 
ing. 


We quote polished blue nested 
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Stove pipe from Pittsburgh ware- 
houses, No. 28 gage, 6 in., $15 per 
100 joints; elbows, $1.48 per dozen. 
Nickeled stove pipe, 4-in., 85¢c. per 
joint; elbows, 75c.; collars, 40c, 


WIRE PRODUCTS.—There is just a 
fair movement of wire and fence from 
jobbers stocks while nails are rather 
slow. There recently was some irregu- 
larity in mill prices of nails but in the 
past week those who have been shading 
prices have withdrawn lower quotations 
and the market is again firm on the 
basis of $2.65 base per keg, Pittsburgh. 


We quote from Pittsburgh jobbers’ 


stocks: 
Fence Wire: 

(per 100 Ib.) Annealed Galvanized 
No. A to 9 gage..... $3.00 $3.15 
PER eter 3.05 3.50 
No. i Nah I Sa 3.10 3.55 
SS Ace i 3.15 3.65 
EE ae 3.80 
Oe | 4.00 
EE rae, 4.30 
EG ie ceded aig sep eaie 3.75 4.50 

Barbed Wire (per 80-rod spool): 
I ss ko oo een on'eee $3.01 
EEE 
LS Ee 
ET TEE ae 
2-point cattle (special).......... 2.28 

Woven wire fence (per 100 rods) 
er echieties nuit 6 deed em eials $39.36 

Pt tthe beeen ede eaedswen eek Ce 
0 re 
ies nk a als dhe hae Bie ame 48.85 


Bright nails base per keg, $2.95 to 
$3.00. 


Washington Correspondence 


that the Chamber advise any of those 
inquiring as to the position of the 
Chamber on maintenance of: resale 
prices that it is as stated in Referen- 
dum 13; that a committee of the board 
be appointed by the president to confer 
with any of those interested as to ways 
and means of carrying out the man- 
date so expressed; and that the will of 
the membership, as expressed in that 
referendum, be presented to the com- 
mittees of Congress in the ordinary 
way.’ 

“President Grant intends to appoint 
the committee authorized by this reso- 
lution at the earliest possible oppor- 
tunity.” 


Decided to Frame New Bill 


The executive committee of the 
Chamber, it will be observed, decided 
to adopt the alternative of inforcing 
Referendum No. 13 as it then saw no 
occasion for ordering a new. referen- 
dum. The committee on ways and 
means of the Chamber, appointed pur- 
suant to the decision above recorded, 
then held a series of meetings with the 
committee of the American Fair Trade 
League and a decision was reached that 
the most practicable method of han- 
dling the problem would be for the 
joint committee to frame the actual 
text of a bill designed to be introduced 
in Congress as a substitute for the 
Stevens-Kelly, Williams, Merritt and 
Wyant bills heretofore pending. 

Nearly two months were devoted to 
the preparation of the proposed bill 
which in the form as finally agreed 
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upon by the joint committee is the most 
succinct and tersely worded measure 
ever brought forward with reference 
to this subject. The ways and means 
committee of the Chamber reported 
this measure to the directors of the 
Chamber on Oct. 6. 

At a conference of the Chamber’s di- 
rectorate which followed the submis- 
sion of this report the discussion took 
a wide range. Officials of the Chamber 
in commenting upon Referendum No. 
13 took occasion to declare that a num- 
ber of referenda of the Chamber had 
come in for criticism from Congress 
for lack of timeliness. 


Referenda Failed to Influence Congress 


In this connection special reference 
was made to the referendum on the 
postal pay raise and on the proposed 
veterans’ bonus. Neither of these ref- 
erenda, it was declared, exercised any 
influence upon Congress because of the 
fact that they were not presented at a 
time when the issues referred to were 
still open for consideration by the ap- 
propriate committees of the two houses. 

It was strongly urged that to at- 
tempt to enter upon an active cam- 
paign in Congress to secure price pro- 
tection legislation on the basis of a 
referendum nine years old would be to 
court defeat. The prediction was freely 
made that the participation of the 
Chamber on such a basis would weaken 
rather than strengthen the movement. 

After full deliberation the directors 
decided not to follow the executive 
committee of the Chamber in putting 





Referendum No. 13 into effect but to 
submit the whole question to a new ref- 
erendum. Their action in this regard 
was set out in the following resolution: 

“Resolved that the report of the spe- 
cial committee of the board on Main- 
tenance of Resale Prices and the whole 
question of resale prices be at once 
submitted to referendum in accordance 
with the provisions of Article 13. of 
the by-laws and all action upon Refer- 
endum 13 be suspended pending result 
of said referendum hereby authorized.” 


New Members Entitled to Be Heard 


An important consideration that 
moved the Chamber to order a new ref- 
erendum was the fdct that more than 
25 per cent of the present membership 
of the Chamber have joined the body 
since Referendum No. 13 was taken. 
These new members, it was felt, were 
entitled to an expression of their 
opinion, especially in view of the fact 
that it was understood a majority of 
the new members of the Chamber are 
comparatively small merchants who 
have a very special interest in any 
price protection legislation that may 
be enacted. 

The cost of taking a referendum by 
the National Chamber is a considerable 
item estimated at not less than $5,000. 
It is apparent, therefore, that the di- 
rectors only ordered it because of their 
realization that resale price control is 
one of the most important issues now 
before the Chamber and is certain to 
be one of the leading commercial issues 
before the coming Congress. 





80 


HARDWARE AGE 





October 22, 1925 


Cincinnati Sales Show Marked Improve- 


ment—Good Fall Trade Anticipated 


marked extent in the past two weeks. 


(Cincinnati office of HARDWARE AGE) 


The improvement espe- 


Sp marked in this territory report that sales have increased to a 


cially applies to seasonal items which have begun to move more 
freely, although staple merchandise continues to sell at a satisfac- 


tory rate. 


Current business is approximately on a par with the volume of 


sales during the corresponding period a year ago. 


on the part of retailers has been conservative, it has been sufficient- 


ly liberal to indicate a good fall trade. 


Retail hardware dealers in 


the rural districts are particularly optimistic because of favorable 


agricultural conditions. 


They state that farmers have more money 


to spend than they have had for several years. 


Prices have been steady with only minor alterations recorded. 


It 


is unlikely that there will be any important changes in quotations 


in the immediate future. 


ticeable in items such as turpentine and linseed oil. 


Slight fluctuations in prices are most no- 


Quotations on 


glass are displaying increased strength. 
Builders’ hardware has probably been more active than any other 


department of the trade. 


Extensive building operations in and near 


Cincinnati throughout 1925 have been responsible for this activity. 
It is of interest to note that retailers are now making contracts 


covering their spring requirements on rope. 


The retail trade in 


Cincinnati is off about 10 per cent this year as compared with last 
year, but cash sales recently have shown improvement. 


AUTOMOBILE ACCESSORIES.—The 
cold snap which Cincinnati experienced 
about a week ago had a stimulating ef- 
fect upon the sale of automobile acces- 
sories. The volume of fall business is 
about on a par with that during the 
same period a year ago, but total sales 
for the year are considerably ahead of 
those during the corresponding period 


last year. Demand for chains has in- 
creased due to the wet weather which 
now prevails. Prices remain un- 
changed. 
We quote from Cincinnati jobbers’ 
stocks: 


Alcohol.—63c. gal. in 50 gal.drums; 
charge of $6 for drum, which money 
will be refunded upon return of the 
drum in good condition. 

Tires.—30 x 3 Beaver fabric, $6.25; 
30 x 3% Beaver cord, $10; 30 x 3% 
Badger cord, $13; 30 x 3% Commer- 
cial cord, $15.50. 

Tubes.—30 x 3% standard grey 
tubes, $1.90. 

Chains.—McKay tire chains, 1 to 9 
pairs, 30 per cent off list; 10 to 49 
pairs, 35 per cent off list; in lots of 
50 pairs, 40 per cent off list, 30 x 
3%, $4.50; 31 x 4, $5.50; 33 x 4, $5.75; 
34 x 4%, $6.75; 30 x 5, $6.75; 33 x 5, 
$7.50. Standard balloon tire chains, 
29 x 440, $5; 29 x 495, $5.50; 30 x 577, 
$7; 32 x 577, $7.50; 35 x 660, $10. 


AXES.—The retail trade has taken a 
liberal volume of stock in the past 
month and jobbers state that condi- 
tions are normal. Activities have been 
greatly accelerated since Oct. 1. Quo- 
tations are firm. 


We quote from Cincinnati jobbers’ 
stocks: Deadnaught single bit base 
weight handle axe, $19.65; Dread- 
naught single bit base weight un- 
handled axe, $14.85; double bit base 
weight handle axe, $24.75; double bit 
base weight unhandled axe, $20. 








BOLTS AND NUTS.— Quotations in 
this market are considered unsatisfac- 
tory by several important jobbers. 
Stock is being sold to the retailers at 
too narrow a margin of profit. It is 
difficult to predict how long this situa- 
tion will persist, but apparently there 
will be no change in the near future. 
We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
10 off; small, 50, 10 and 10 off; car- 
riage bolts, large, 50 off; small, 50 
and 10 off; stove bolts, 75 off; semi- 
finished nuts, -in. and smaller, 75 
off; larger sizes, 65 off. 
BUILDERS’ HARDWARE. — Jobbers 
are extremely gratified at the larre 
proportions attained by business in 
builders’ hardware in the last two or 
three months. Sales have been main- 
tained at a high level, although there 
is a natural decline in activities as the 
season for outdoor work draws to a 
close. Prices are unhanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Hinges.—Heavy, 60, 10 and 10 off; 
light, 60, 10 and 10 off; extra heavy 
T, 60, 10, 10 and 5 off. 


Hasps.—Common hinges, 70 off: 
safety hasps, 3-in., 95c. single per 
doz.; 4%-in., $1.25: 6-in., $1.75. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3% 
20c. per pair net; 4 x 4, 28c. In less 


than case lots, 3% x 3%, 22c.; 
30c 


EAVES TROUGH AND CONDUCTOR 
PIPE.—A normal trade is reported by 
jobbers who are well pleased with their 
total sales in the past few months. 
Quotations are steady and are un- 


changed. 





While buying | 
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We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$5.50 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft.; 3-in. corrugated conductor el- 
bows, $2.16 per doz.; 29-gage, 3-in. 
corrugated conductor elbows, $1.51 
per doz. 


FILES.—Demand from the retail trade 
has been light, although jobbers are 
selling a fair amount from stock. Re- 
tailers are content to buy in small 
lots to cover immediate needs. Prices 
remain firm. 


We quote from Cincinnati jobbers’ 
stocks: Black diamond files, 40, 10 
and 10 off list; Keystone files, 70, 10 
and 5 off list. 


GALVANIZED WARE. — Orders from 
the retailers in this territory have been 
good and jobbers are shipping consid- 
erable merchandise. Prospects are 
favorable for continued activity during 
the next few weeks. Quotations are 
steady. 

Rel. quote from Cincinnati jobbers’ 
StLOCKS: 

Galvanized Pails.—10-qt., $2.25 per 
doz.; 12-qt., $2.45 per doz.; 14-qt., 
$2.75 per doz.; 16-qt., $3.35 per doz.; 
galvanized tubs, No. 1, $6.40 per doz. 

GLASS. — Cold, wet weather has re- 
sulted in a pickup in sales and jobbers 
are better satisfied with conditions 
than they were several weeks ago. 
While large jobs are scarce, there is a 
considerable number of small contracts. 
Prices have increased in the face of the 
increased demand for material. 

We quote from Cincinnati jobbers’ 
stocks: Single strength A and B, first 
three brackets, 87 per cent discount; 
double strength A, 87 per cent dis- 
count; double strength B, 88 per cent 
discount. 

HAMMERS AND HATCHETS. — A 
fair number of orders have come in 
from the retail trade. Stocks are ade- 
quate to care for any sudden sales 
impetus that may develop. Prices are 
the same. 

We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $11.20 
doz.; hammers, No. 81, $10.50 doz.; 
Boy Scout, $11 doz. 

ICE SKATES.—Retailers in this ter- 
ritory seldom anticipate their demands 
for ice skates. They adhere rather 
strictly te a policy of waiting until 
weather impels them to order and then 
they come into the market with orders 
for rush delivery. Prices are stable. 

We quote from Cincinnati jobbers’ 
stocks: 

Ice skates, 84c.; 
$1.25; nickel-plated hardened runner, 
$2.20; lady’s ice skates, $1.15; hockey 
ice skates, $1.10. 

LAMPS.— Sales have been well sus- 
tained in the past two weeks. The 
volume of business this month shows a 
liberal increase compared with the 
same period in 1925. Quotations are 
unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Quick Lite gasoline lamps, C317, 
$7.40; C329, $6.25; C318, $7; C324, $7: 
_ Lite lanterns, L327, $5.25; L427, 


nickel-plated, 
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“Fikes 


The very latest! 


Mirro Toy Sets in new, exclusive Fairyland” cartons 


Here's what you have been asking for—Mirro Toy __ ing, fairy-tale pictures which will delight every child. 


Sets, the quality kind, in exclusive Mirro cartons. Res dy “ ge t your or -_ en 


You know these sets — how fine they are, and what | 
, ; Mirro Toy Sets in the new carton are ready now for 
variety they offer to interest all sorts of customers. . 
your Holiday buying. To assist you in placing your 
order for a well-balanced stock, we have a proposition 


But until you see the new cartons you can't begin to 
worth investigating—the Mirro Fairyland Toy Deal. 


appreciate their beauty and selling power. 


The illustration above can only suggest the attrac- 
tiveness of the originals, which are handsomely litho- 
graphed in full color and covered with bright, amus- 

Aluminum Goods Manufacturing Company 


General Offices: Manitowoc, Wis., U. S. A. 
Makers of Everything in Aluminum 


CMIRRO 


The Finest Aluminum 


INFORMATION COUPON —MAIL IT TODAY 


Aluminum Goods Manufacturing Company 
Manitowoc, Wis. _— og a ee 

Please send us by return mail full 

information about your new Mirro 

Fairyland Toy Deal. Address Se 


Use the coupon below to obtain full information. Mail 
it today! You can't get started too soon, for Mirro 
Fairyland Toys are best-sellers every month inthe year. 
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MOPS.—Business is steady and stocks 
are sufficient to cover immediate needs. 
Prices are the same. 


We quote from Cincinnati jobbers’ 
stocks: O’Cedar line with handles, 
+? we No. 4, $10; No. 5, $10; No. 
10, $14. 


NAILS.—A fair demand is being evi- 
denced by the retail trade. Prices are 
the same for both common wire nails 
and cement coated nails. 

We quote from Cincinnati jobbers’ 


stocks: Common wire nails, $2.95 
per keg; cement coated nails, $2.40 
per keg. 


OIL HEATERS.—A_ substantial in- 
crease in orders followed the beginning 
of the cold spell the past week. Job- 
bers declare that sales are normal. 
Prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Nesco, No. 12, $3.70;° No. 14, $4.50; 
ay se $4.50; No. 016; $5.35; No. 0199, 
$6.8 


P AINT.—Reductions have occurred in 
the prices of linseed oil and turpentine. 
Business has fallen off in the past two 
weeks. However, a fair volume of or- 
ders is still being placed with local 
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barrels, $1.02 per gal.; turpentine in 
2-barrel lots, $1.12 per gal.; white 
and red lead in 500-lb. kegs, 15%4c. 
per lb. less 10 per cent. 
ROLLER SKATES.—A good volume of 
business is flowing into the jobbing 
channels in this city. One jobber has 
just closed an order for a carload ci 
skates from a large retailer. Prices 
are firm. 


We quote from Cincinnati jobbers’ 
stocks: 
Nos. 4 and 5, $1.45; No. 6, $1.55. 


RADIO BATTERIES.—A pickup in de- 
mand has been noted by jobbers, and 
business the past week has been ex- 
cellent. The radio season is now in full 
swing and retailers are stocking heav- 
ily in anticipation of the best season 
in history of radio. Prices are the 


Same. 
We quote from Cincinnati jobbers’ 
stocks: 22% volt B radio battery, 


$1.30 each; 45 volt B radio battery, 
$2.44 each; two cell tubwar flashlight 
battery, 19%4c. each; three cell tubu- 
lar flashlight battery, 27%c. each; 
small monocells, 8c. each; large 
monocells, 9¥%c. each. 


ROPE.—Retailers are now contracting 
for their spring requirements and a 
large number of orders are expected 
to be closed by Nov. 1. Prices remain 
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stémdy and there is little likelihood of 
a change in the near future. 


We quote from Cincinnati jobbers’ 
stocks: Best grade Manila rope, 
Ocean brand, 25%4c. per Ilb.; Plym- 
outh brand, 26%,¢. per lb.; sisal rope, 
15¢c. per Ib. 


ROOFING MATERIAL.—tThe fall sea- 
son has been productive of a normal 
volume of business. Prices are the 


same. 
We quote from Cincinnati jobbers’ 
stocks: 
Roofing Paper.—Light, standard 


$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 
fast, $1.80; K red and green slate 
surface, $1.95. 

Roof Coating.—Coal tar, 
in barrel lots, 24c. per gal. ; 
barrel lots, 27c. per gal.; 
crude, in barrel lots, 25¢. per gal.; 
in half barre] lots, 28c. per gal. 

Roofing Cement.—In 1-lb. cans, 32 
to the case, 15c. per Ib. net; in 3-Ib. 
in 


refined, 
in half 
coal tar, 


cans, 12 to the case, 13c.; 
cans, 12 to the case, lle.: in 10-lb. 
cans, 10c.; Tn 25-lb. cans, 9c. 


SAWS.—Demand by the retail trade 
has been well maintained during Octo- 
ber and stocks now being carried are 
fairly heavy. Prices are steady with 
no changes reported. 

We quote from Cincinnati jobbers’ 


stocks: Disston Ds line, 20-in., 
$24.40; 22-in., $26.20; 26-in., $29. 50; 
Atkins Junior Mechanic, 20-in., $19. 





Coming Hardware Conventions 


jobbers. 

We quote from Cincinnati jobbers’ 
stocks teady mixed house paints, 
$2.75 per gal.; linseed oil, single 
AMERICAN HARDWARE MANUFACTURERS’ 

ASSOCIATION CONVENTION, Ma ety. 9 
Blenheim Hotel, Atlantic City, N. J., Oct. 
20-21-22-23, 1925; F. D. Mitc hell, secretary, 


1819 Broadway, New York City. 


AuTO ACCESSORIES BRANCH, NATIONAL 
HARDWARE ASSOCIATION CONVENTION, At- 
lantic City, Oct. 19-20; headquarters, Hotel 
Ambassador: T. James Fernley, secretary- 
treasurer, 505 Arch Street, Philadelphia, 
Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, Ark., May, 
1926: L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION AND Ex- 
HIBITION, Civic Auditorium, San Francisco, 
March 30-31, April 1, 1926; Le Roy Smith, 
secretary, 112 Market Street, San Fran- 
cisco. 

CONNECTICUT RETAIL HARDWARE ASSOCIA- 
TION CONVENTION; place not determined; 
Feb. 17, 1926. Henry S. Hitchcock, secre- 
tary, Woodbury. 


HARDWARE ASSOCIATION OF THE CAROLINAS 


(CONVENTION, Raleigh, N. C., June 8-9-10, 
1926. A. R. Craig, secretary, 717 Commer- 
ee Bank Building, Ch: irlotte, N. C. 

ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Sher- 
man, Chicago, Feb. 16-17-18, 1926. Leon 
D. Nish, secretary, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION 


CONVENTION AND EXHIBITION. Indianapolis, 
Ind., Jan. 25-28-27-28-29, 1926. G. , 
Sheely, secretary, 911 Meyer- Kiser Build- 
ing, Indianapolis. 


RETAIL HARDWARE ASSOCIATION 


a. not determined; Feb. 
192 A. R. Sale, secretary, 


IOWA 
(CONVENTION ; 
9-10-11-12, 
Mason City. 


KENTUCKY HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
Jefferson County Armory, Jan. 12-13-14-15, 
1926; J. M. Stone, secretary, 200 Republic 
Building, Louisville. 


MICHIGAN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Grand Rapids, Mich., 
Feb. 9-10-11-12, 1926: Karl S. Judson, 248 
Morris Avenue, Grand Rapids, Mich., man- 


AND IMPLEMENT 





| ager 





of exhibits; A. J. Scott, secretary, 


Marine City. 

MINNESOTA RETAIL HARDWARE 
TION CONVENTION, Feb. 16-17-18-19, 
C. H. Casey, secretary, Nicollet 


ASSOCIA- 
1926; 
Avenue 


/and Twenty-fourth Street, Minneapolis. 


MISSISSIPPI RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION, Biloxi, 
Miss., June 21-22-23, 1926; Guy Nason, 
secretary, Starkville. 


MrissourR!I RETAIL HARDWARB ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Statler, 
. » 


St. Louis, Jan. 18-19-20, 1926; F. 
Becherer, secretary, 5106 North Broadway, 
St. Louis. 


MONTANA IMPLEMENT & HARDWARE As- 
SOCIATION CONVENTION, Great Falls, Feb. 
18-19-20, 1926. A. C. Talmage, secretary- 
treasurer, Bozeman. 


MOUNTAIN STATES HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Jan. 19- 
20-21, 1926. Place of meeting to be 
announced later. W. W. McAllister, secre- 
tary-treasurer, P. O. Box 513, Boulder, 
Colo. 


NATIONAL HARDWARE 
VENTION, Ambassador Hotel, 


ASSOCIATION CON- 
Atlantic City, 


Oct. 19-20-21-22-23, 1925; T. James Fern- 
ley, secretary, 505 Arch Street, Philadel- 
phia, Pa. 


NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 2-3-4-5, 1926; convention head- 
quarters, Rome Hotel; exhibition City 
Auditorium: George H. Dietz, secretary, 
414 Little Building, Lincoln. 


NEW ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass., Feb. 22- 
23-24, 1926; George A. Fiel, secretary, 10 
High Street, Boston, Mass. 


NEW YORK STATE RETAIL HARDWARE AS- 


SOCIATION CONVENTION AND EXPOSITION, 
Rochester, Feb. 9-10-11-12, 1926. Head- 
quarters and session will be held at the 


Hotel Seneca; exposition will be conducted 
at the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse. 

NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EX HIBITION, 
Fargo, Feb. 10-11-12, 1926; N. Barnes, 


c. 


secretary, Grand Forks. 
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OHIO HARDWARE ASSOCIATION CONVEN- 
TION, Cleveland, Feb. 16-17-18-19, 1926: 
James B. Carson, secretary, 1001 Schwind 
3uilding, Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT 
ASSOCIATION AND EXHIBITION, Masonic 
Oklahoma City, Jan. 26-27-28, 

Unger, secretary-treasurer, 
Oklahoma City. 


PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION, INC., CONVENTION 
AND EXHIBITION, Commercial Museum, 
Philadelphia, Pa., Feb. 15-16-17-18-19, 1926: 
Sharon E. Jones, secretary, 604 Wesley 
Building, Philadelphia. 


SOUTH DAKOTA RETAIL HARDWARB ASSO- 
CIATION CONVENTION ; place not determined ; 
Feb. 23-24-25, 1926; Charles H. Casey, sec- 
retary, Nicollet Avenue and Twenty-fourth 
Street, Minneapolis, Minn. 


SOUTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
latter part of March, 1926. Headquarters, 
Ambassador Hotel, Los Angeles. H. L. 
Boyd, secretary-treasurer, 618 Hellman 
Bank Building, Los Angeles, Cal. 


TEXAS HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Dallas, Jan. 19-20- 
21, 1926. Dan Scoates, secretary, College 
Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 23-24-25, 1926; Thos. 
B. Howell, secretary, 301 E. Grace, Room 
906, Richmond. 


WEST VIRGINIA HARDWARE ASSOCIATION 


CONVENTION AND EXHIBITION, Kanawha 
Hotel, Charleston, Jan. 19-20-21-22, 1926. 
Exhibit at New Armory Building. James 


Bb. Carson, secretary, 1001 Schwind Build- 


ing, Dayton, Ohio. 


WESTERN RETAIL IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, Kansas 
City, Mo., Jan. 12-13-14, 1926; headquar- 
ters, Coates House; convention sessions, 
Missouri Theater ; H. J. Hodge, secretary, 
Abilene, Kan. 


WISCONSIN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Audi- 


torium, Milwaukee, Wis., Feb. 3-4-5, 1926; 
G. W. Kornely 1476 Green Bay Avenue, 
ee pa ew Wis., manager of exhibits; 


| a Jacobs, secretary, Stevens Point, Wis. 
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Malleable D’s 


Overcomes the old faulty ones 
that are always loose and can- 
not be tightened; have 3-inch 
strap ferrule. Adjustable to 
any size handle. No shoulders 
to trim down or dressing to do. 
Though the wood shrinks it 
can always be kept tight, being 
securely fastened by two rivets, 
and can be removed without 
burning or boring. Come in 
wood grip or all malleable. 
Ideal for shovels, spading and 
manure fork handles, handled 
ice shaves, etc. 


Stair-Rail Brackets 





Made of malleable iron. 
The 3-inch base assures a 
good bearing on the wall, 
and the bracket is securely 
held by % x 4inch ex- 
pansion bolt. The head of 
the lag screw is finished to 
match bracket. The pro- 
jection is 3 inches. Finished 
in black enamel regular, or 
in bronze or antique copper 
or brass plated. In ordering 
specify whether polished or 
unpolished finish is desired. 


Fence Stretchers 











(957) 


\ 








= 


Made of malleable iron. Pawls 
have hardened roller bearings 
and are operated by crank 
shaft. The lever handle can 
be operated continuously in 
one direction, or backward and 
forward. Can be operated 
from either side of fence. 
Finished in red enamel. Packed 
one set in box with 8 feet BB 
Proof Tested Steel Chain, with 
grab hook. Wooden clamps 
and bolts furnished with each 
stretcher; bolts fitted with tail 
nuts making wrenches un- 
necessary. 
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Door Checks 


All interior parts of steel drop 
forgings; absolutely liquid 
tight; extra long spindle bear- 
ings; simple spring adjustment; 

dismantled without need of 
special tools; unnecessary to 


remove check from door to re- 


place spring; only ¢rue reversi- 
ble check. Furnished regularly 
in gold bronze; silver bronze 
or ivory black, if desired. 


Builders’ 


Provided with hook and tail 
screw for fastening bracket in 
studding, assuring positive 
safety. Sway space prevents 
swinging motion when bracket 
isinuse. Thestrongest bracket 
made and most easily applied. 
These brackets cost no more 


than wood brackets and will ~ 


last a lifetime. Made entirely 
of steel, in two sizes, 3 and 4 
feet long. Galvanized finish. 





Brackets 





FOLDED 





Door Dogs 


For garage, barn, shop and 
warehouse swing doors. Can 
be applied by anyone in 5 
minutes and will last a life- 
time. Holds door firmly open 
so that neither wind nor jarring 
can budge it. To close door, 
lift pin with foot and drop in 
slot, and door swings shut. 
Each pair is reversible. Sim- 
plest and best door holder on 
the market. 





Rapid Acting Vises 


A two-piece cam-operated nut 
of phosphor bronze allows in- 
stant adjustment at any point. 
One-quarter turn of the handle 
disengages jaws and permits of 
sliding back or forward full 
length of guide rod. Engages 
and locks screw firmly by slight 
reverse turn of handle. Align- 
ment is perfect — surfaces 
ground and finished—best of 
materials throughout—no parts 
to break or wear. Will last a 
lifetime. 


AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis 
Chicago Minneapolis KansasCity Ios Angeles SanFrancisco Omaha_ Seattle Detroit 
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Northwest Sales Ahead of Last Year’s— 
Building Program 


(Minneapolis office of HARDWARE AGE) 


Twin Cities; shows a marked improvement of that of a year 


[tein in the territory of the Northwest, tributary to the 


ago. 


The hew wealth brought into the district by the good 


crops of last year has been augmented by the addition of another 
year of heavy crops with but little indications of crop failure. All 
of which means that the consumer of merchandise has far more to 


spend for his needs than for some years past. 


Old indebtedness 


has been cleared away to a great extent, and people are ready to 
purchase materials and other wares, to fill their needs, some of 
which have been neglected for several years. 

The iron mines in Minnesota are producing a crop of ore worth 


$114,000,000 this year, an output of about 38 million tons. 


Add to 


this the amount of construction work under way, and it will be seen 
that this section of the country is fairly well on the road to real 


prosperity. 


Building contracts in the Northwest for September 


alone puts Minnesota among the leaders in the amount of building 


being completed this year. 


Building in the larger cities has taken 


on added interest, and Minneapolis has an $8,000,000 fall building 
campaign with St. Paul well up toward this figure. 
With all of the good conditions, prices are showing no tendency 


toward lower levels. 


Quotations are holding very steady, showing 


practically no changes from last week. 


ASH SIFTERS.—Call for sifters is 
showing up slightly better in the re- 
tail stores. Stocks are full, with prices 


unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood square ash 
sifters at $2; metallic round, $4.25; 
and wood barrel at $6 per dozen, net. 


AXES.—Demand for axes is steady, 
with no particularly high spots. Stocks 
are filled for the fall trade. Prices 
show no changes. 


We quote from 
f.o.b. Twin Cities: Single bit base 
weight axes at $14.50, and double bit 
base weight axes at $19.50 per dozen, 


jobbers’ stocks, 





net. 
BALE TIES.—Baling operations are 
getting under way, and ties are in 
fair demand. Stocks are heavy, with 


prices unchanged. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: .—¥ loop bale 
ties, 9% x 14, $1.50; 9% x 15, $1.36; 
9% x 14, $1.53. 

BOLTS. 





showing only a proportionate increase 
with the rest of hardware lines. Stocks 
are well assorted, and prices steady. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Large and small 
carriage bolts at 50 per cent; large 
and small machine bolts at 50-10 per 
cent; stove bolts at 75 per cent, and 
lag screws at 60 per cent from stand- 
ard lists. 


BRADS.—Brads are still selling well, 
owing to the amount of building in 
progress. Stocks are heavy enough for 
the demand, and prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 
— boxes at 70-10 per cent from 

BUILDERS’ HARDWARE.—With the 
fall building program well under way, 


there is an excellent demand for build- 











J 
ee 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand 








ers’ hardware. Stocks are being kept 
up to a higher point than usual, with 
the expectation of a very good busi- 
ness. There is much unfinished work 
at the present time, and new buildings 
are still being started. All of which 
means good sales for builders’ hard- 
ware. 


COAL HODS.—Retail sales are devel- 
oping, but the heaviest sales time is 
still in the future. Stecks are well 
filled, and prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned oper 17 
in. coal hods at $3.60; 18 in. at $4.15; 


japanned funnel hods, 17 in., $4.50; 
18 in., $5.15; galvanized open, 17 in., 


$5: 18 in., $5.50; galvanized funnel, 
17 in., $6.45, and 18 in., $7 per dozen, 
net. 

DAMPERS.—Sales are _ fair, with 
stocks full. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, wood 
handle dampers, 6 in., $1.40, and cast 


iron, coil handle, 6 in., $1.20 per doz., 


net. 


is 


_very good, owing to the building pro- 


gram which is in progress. 





Stocks are 
ample for the present needs, and prices 
unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, 28 ga., 
5 in. single bead eaves trough at 
$6.05 per 100 ft.; 29 ga., $5.50 per 100 
ft.; 28 ga., 3 in. conductor pipe at 
$5.40 per 100 ft.; 3 in. elbows, $1.73 
per dozen, net. 
FIELD FENCE .—Sales show some 
improvement in the movement of field 


fence during the past month. Stocks 


have been prepared for the fall busi- 
Reading matter continued on page 86 





Helps Business 


ness in this line. Prices show no 


changes. 

We quote from jobbers’ stocks 
f.o.b. Twin Cities: 26-in. L type field 
fence at $22.68 per 100 rods, net. 

FILES.—Sales of files in all lines show 
up well. Shops and facteries are buy- 
ing steadily, and garages are taking 
their share. Stocks are well assorted, 
with prices holding firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 


at 50 per cent, and second grade files 
at 60 per cent from list. 


GALVANIZED WIRE.—Sales are very 
good in this line, with stocks well filled. 
Prices are unchanged from last quota- 
tion. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 
galvanized tubs at $7.25; No. 

No. 3, $9.20; 

$12. 30; No. 2, : 

standard 10- qt. pails, 12-qt., 

$3; 14-qt., $3.35; stock ane 16-qt., 

$5, and 18-qt., $5.50 per dozen, net. 
GLASS AND PUTTY.—Sales are im- 
proving in a retail way in these two 
items, as the home owner and landlord 
proceed to repair the storm sash. 
Stocks are well filled, and prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices. 
Single strength glass, 83 per cent; 
double’ strength, per cent, and 
strictly pure putty in 50-lb. drums 
at $4.85 cwt., net. 

HAMMERS AND HATCHETS. — 
Stocks are well assorted for the de- 
mand at present, with sales holding 
up well. Building operations aid in 
the sales of small tools. Prices are 
steady as last quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Baar No. 11 
carpenters’ ham at $12.60; 
Plumb No. HFS81, "$10. 50: Plumb No. 

2 broad hatchets, $14.45: ‘No. 2 shing- 

ling, $11.20, and No. 2 claw, $12.50 

per dozen, net. 
LANTERNS.—Demand is good for 
lanterns, with stocks well filled. Prices 
have not changed. 

We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Long or. short 
globe tubular lanterns, $13 per dozen 
net. 

NAILS.—Sales in this line are very 
good, with stocks ample for the de- 
mand. Prices are still steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 

OIL HEATERS.—Cooler days and 
nights are creating a good demand for 
oil heaters. Stocks are being drawn 
on heavily, and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each, net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Sales are very satisfac- 
tory in these items, with call kept at 
a good mark by the amount of new 
building being done outside of cities, 














October 22, 1925 HARDWARE AGE 85 


Another Month, 
Another 
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Response to our offer for September was so 

enormous that we were swamped and due to delay 

vs —— printer in getting out literature, we 
ave decided to continue it one more month; posi- . 

tively CLOSING NOVEMBER Ist. oe — 


HERE IT IS! Five wonderful little 


wrenches and a practical 























SINGLE SIX WRENCH SET pagent My oF ue 
Special Six List price $4.20 per dozen. Thin, strong, convenient, 
Weendh Set Regular discount 3344%........ ee $2.80 —e Fine 
Six scientifically designed RADIO RENCH SET Made for radio but great 
wrenches, fitting nuts from List price $1.80 per dozen. ee ee “meen 
nt we ce Regular discount 3314%..........s.eeeees 1.20 display card. 
Made of cold-rolled steel, REGULAR PRICE FOR ONE DOZ., EACH.$4.00 » Sell for 15c Each 
se i Bg A A SPECIAL OFFER TILL NOVEMBER 1st.$3.00 
real service. for one dozen of each. 


Packed one dozen sets in 


sotete comer ety |! YOU SELL FOR $6.00—AND DOUBLE YOUR MONEY 
Sell for 35¢ Each WITH THE BEST SELLERS YOU EVER HAD! 


All you’ll have to do is put them on the counter. Both sets are attractively boxed 
and arranged for counter display. There are hundreds of uses for each set and 
every one of your customers needs them for many purposes, for they own automobiles, radios, tractors, sewing 
machines, and dozens of other things these handy tools are made to fit. 


The SINGLE SIX and the RADIO RENCH are the most for the money you have ever been able to offer. Not 
one of your customers is going to pass them by if he has any change in his pocket and sees them on display. We 
have found out what people want and made it for them at a fair price, one they are willing to pay, and which will 


give us both a fair profit and big volume. 
JOBBERS — fake advantage of this offer 


NIAGARA METAL STAMPING -iseeeemetaaaheemaciaaatin ss OE TORE earns 
CORPOR ATION Dealers’ Save-a-Dollar Order Blank. Mail Today! 


NIAGARA METAL STAMPING CORP. 
Also manufacturers of: 


Niagara Falls, N. 
SURE—I can use that EXTRA Dollar. Send 
PREMAX house numbers and letters, me the special deal, together with informa 
PREMAX rustless steel tent stakes, tion on the entire PREMANX LINE. 
PREMAX hame fasteners, 
DODSON hame fasteners. 


NIAGARA FALLS N. Y. 
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and where gas is not available. Prices 
are holding steady in this line. 
Prices to 30 retailers f.o.b. Twin 
(Citie SS. 
Oil Cook Stoves 
PERFECTION— 
a) a i, , $17.50 
ie PS eee 22.50 
Se. ££ eee 28.50 
ae 2 ll, ee 34.50 
Perfection dealer’s discount, 30 and 
» per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)— 
SS £8 COO OS $17.50 
me. GS @ BOOS. «cn ccwwcccccveé 22.50 
me, GE & BPUOOH. . cc <cceccscces 28.50 
Puritan discounts sume as Derfec- 
tion. 
NESCO— 
Pee, Ue IO so 06sec ddecesce< $ 9.50 
No. 212 2 burners. ~» £4.00 
No 13) 3 burners 22.00 
or, eee BN. ov ck dene cuune 28.00 
Pe, BO BD MOG, 6c vccvccewrs 39.50 
No. 1102 high shelf only........ 6.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf onlyv........ 8.00 
No. 1195 high shelf only........ 9.75 
Neseo dealer's discount, 30 ind ) 
per Cent 
Ovens 
PERFECTION— 
No. 211 1 burner plain door... $2.50 
No. 211G 1 burner glass door.... 2.75 
No. 121G 1 burner elass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
No. 142G eS ee 6.15 
Dealer’s discount, on 10 or more 
20) and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G, 2 burners glass door... .$5.25 
Dealer’s discount, 10 or more, 50 
and 5 per cent: less than 10, 30 per 
eent. 
NESCO— 
No. 05 1 burner solid door.....$2.10 
No. >» 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.175 
No. 10 1 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door 1) 
No. 030 2 burners solid door.... 14) 
No. 30 2 burners glass door.... 5.70 
Dealer's discount, 30) and per 
cent, 
Water Heaters 
a ie is a ee $45.00 
Pees BOO. SBESs cc vcecovescuve 40.00 
PeTTOOCRIONM IN@. GBhncccccvceccvecs 80.00 
Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on. oil cook 
stoves, ovens and heaters 


PAINTS AND WHITE LEAD.—Deal- 
ers are well pleased with the amount 
of paint business which is still coming 
in. Construction work, added to the 
increased amount of painting being 
done this year on old buildings has 
given the paint interests a very good 
year. Stocks are still heavy enough to 


PYREX 


‘holiday season approach. 


HARDWARE AGE 


fo.b. Twin Cities: Best grade house 
paints at $2.80 per gallon in 1-gallon 
cans, and white lead in 100-lb. Kegs 
at $15.85 per cwt., net. 


PAPER.—Building paper is still well 
in the lead in sales, due to the amount 
of building being done. Stocks are 
well filled, and prices strong as last 
quoted, 

We quote 
f.o.b. Twin Cities: Red rosin 
Ing paper in 20, 25 and 34 Ib. 
at $3.25 cwt., and tarred felt at 
cwt., net. 

OVENWARE.—Sales show 
some increase as the cooler days and 
Stocks are 


Stocks, 
build- 
rolls 
$3.35 


from jobbers’ 





full in anticipation of the heavier de- 





mand, with prices holding firm as 
quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 1138 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 7ce.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c.: 
No. 12 tea pots, $1.67: No. 24 tea 
pots, $2, and No. 36 tea pots, $2.33 
each, net. 

REGISTERS.—Sales are good, with 


stocks well filled, and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters at 20 per cent and steel regis- 
ters at 40 per cent from lists. 

ROPE.—Sales are normal for this sea- 





son of the year. Stocks are in good 
condition, and prices unchanged. 


We 
f.« »b. 


stocks. 
manila 
best 


jobbers’ 
Best grade 


quote from 
Twin Cities: 


rope at 26%ee. Ib., base, and 
vrade sisal rope at 19%c. Ib., base. 


SASH CORD AND SASH WEIGHTS. 
—Demand is holding up well, due to 
the amount of building being done. 





Stocks are ample for the eall, and 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: fest grade sash 
cord, 7T&\4c. lb.; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 
net. 

SCREWS.—Sales are normal, with 
stocks well filled. Prices have not 
changed. 

We auote from jobbers’ stocks, 


f.o.b. Twin Cities: Flat head bright 


wood screws, 75-25 per cent; flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent; 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 
from lists. 


SIDEWALK SCRAPERS.—Retail sales 


have not yet started. Stocks are ready 


for the opening of the winter sales. 


|Prices show no changes. 


supply the demand, with prices holding | 


firm as last quoted. 
Wi 


(uote from TELALET rs’ stocks, 


Lindemann Novelties for Fall! 


Trade 


O. Lindemann & Co., of 35-37 Woos- | 


ter Street, New York, manufacturers 


of bird cages for 62 years, are offering | 
their trade additional lines of cages | 


and stands. The cage with pedestal 


bottom is made in three sizes to nest. 
It 


is furnished in different finishes, 


from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s  side- 
walk serapers at $5 per dozen, net. 

SK ATES.—FEarly sales in skates have 

been anticipated by many dealers, who 


We quote 


have their stocks ready for service to 


viz.: all white; white with brass wire 
guard and knob; red, green or blue 
with brass wire guard; all brass and 
brass with transparent, flexible seed 
vuard. 

The cage with tassel attached to the 
bottom also comes in three sizes. It is 
japanned in solid red, green or blue 
with brass wire guard and tassel of 
a golden hue. 

O. Lindemann & Co. are also placing 


| 
i 


' 


i 
| 
| 


STOVE 
starting with good 


heavy selling season. 


‘SNOW SHOVELS.— Retail 
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the public, or have the shipments in 
their stores. Opening prices have not 


changed. 

We quote from jobbers’ Stocks, 
f.o.b. Twin Cities: Sterling halt 
hockey shoes and skates, $4 pair: 
North Star aluminum finish tube 
skates and shoes, $7.25 pair; nickel 
finish, $8.25 pair: Nestor Johnson 
Flver skates and shoes, aluminum 
finish, $5.50 pair, and nickel finish. 


$6.50 pair. 

stocks are 
ready for the first snows of the year. 
Prices have not changed. 

We quote from jobbers’ stocks 
f.o.b. Twin Cities: Wood snow shov- 
els, $19: steel blade, straight han- 
dle, $4.50; galvanized steel blade, |) 
handle, 15% x 17, $10.S0, and 16 x 
21, $11.50 per dozen, net. 

SOLDER.—Sales are still very fair, 
with stocks in good condition. Prices 
show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted halt 
and half solder at 41c. lb., and strict- 


ly half and half solder at 40c. Ib. 
net. 
STEEL SHEETS.—Demand is_¥s still 


good, with stocks ample for the call. 
Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: slack steel 
sheets at $4.25 cwt., base, and gal- 
vanized steel sheets at $5.35 ewt., 
ase. 

STEEL TRAPS.—Exceptionally good 
sales are looked for this year for traps. 


Dealer stocks are ready for the call, 


and prices are steady as quoted. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Victor, No. 0) 
traps at $1.10; No. 1, $1.38: No. 1%. 
$2.44: No. 2, $3.36. Oneida jump 
traps, No. 0, $1.59: No. 1, $1.83; No. 


1%, $2.81 per dozen, net. 
BOARDS.—Fall demand 
sales in prospect. 
Prices have not changed. 

We quote from jobbers’ stocks 
f.o.b. Twin Cities: Crystallized stov:« 
boards, 28 x 28, $16.95; 30 x 30, $19.70; 

36 xX 36, $27.45 per dozen, net. 


STOVE PIPE AND ELBOWS.—Sales 
are fair, with stocks well filled for the 
Prices have not 


is 





changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform, blued, 
28 ga., 6 in. knocked down _ stove 


pipe at $14.75 per 100 lengths; com- 
mon iron corrugated elbows, 6 in., 
$1.30, and adjustable charcoal iron, 6 
in. elbows at $2.05 per dozen, net. 


WIRE.—Call for fence wire is good, 


with stocks well filled. Prices have 
not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per S0-rod spool: painted 
hog wire at $3.22 per S80-rod spool: 
galvanized cattle wire at $3.21 per 


SO0-rod spool; galvanized hog wire at 


$3.43 per 80-rod spool; smooth black 
wire No. 9% $3.25 ewt., and galva- 
nized smooth wire No. 9, $3.70 cwt.. 
net. 


two additional cages on the market and 


a cage stand in four different colors 





to match the new cages. Their supple- 
ment, which is row being mailed to 
the trade, also contains a list of im- 
portant price reductions on several 
standard lines. Inspection of their 


‘lines at the above address is invited 


and their catalog will be mailed to 


dealers upon request. 
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_ brings quality customers into your 
store and helps sell other lines 


Many Red Strand fencedealershavefound Becausethe RED STRAND isso differ- 
that one sale brings another,andstillan- ent from the ordinary galvanized fence, 
other. Once this new fence is erected it it is bringing many a fence buyer into 
always attracts other buyers. It is hu- the stores of our dealers. Not only does 
man nature to seek the best value forthe this give youan opportunity to sell fence 
money— that’s why Red Strand is be- —but while your customers are in a 
coming more and more popular—it pro- ‘“‘buying mood”’ is the time to sell them 
vides many extra years of fence service one or several of your other lines. 


for y oa ool ~ costs +t NO You will be interested in reading ‘“‘Offi- 
more Chan the oranary galvanized rence. cial Proof of Tests”—which were con- 


A constantly increasing number of Red ducted by Nationally recognized ex- 
Strand fence buyersin yourcommunity  perts. These show that patented, 
means constantly increasing fence prof- COPPER-BEARING, ‘‘Galvan- 
its for you—and that’s what both of us _ nealed’’ fence far outlasts any other 
are looking for. farm fence. Let us send you all facts. 


KEYSTONE STEEL & WIRE CO., PEORIA, ILLINOIS 
ra OOOO ARON NN 6 2 MRR ONE A ER STE LISMORE SS ERENT RN EEA NETO OCI ETI EI 


Copper-Bearing -- Galvannealed -- No Extra Price 
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THE NEW 


No. 2510 RATCHET BRACE 


PATENTED SEPTEMBER 16, 1924 





HARDENED STEEL ADJUSTABLE 
SHELL AND JAWS COLLARS 





ROLLER BEARING 
STEEL CLAD HEAD 



















PATENT RATCHET 
LONG TOOL STEEL 
DOGS WITH IA’ BITE 





DROP FORGED SOCKET 
WITH HARDENED RATCHET 
TEETH 


Square shanks, round shanks, taper shanks—they are all the same to the chuck of this 
wonderful new Brace. 


It is a universal chuck—meaning all the word implies. Its nicely knurled shell of large 
diameter is turned from a sulid bar of steel, hardened and given a pleasing black oil finish. The 
nose is hexagonal with a |1/16-inch hole. The largest expansion bit shank will slip through it 
with ease. The shanks slip through the jaws into a tapering slot in the chuck shank, which stands 
most of the twisting grief, leaving the chuck jaws to center the finished round shank of the drill. 
The large diameter of the shell gives unusual clamping power by hand. If still more is wanted 
turn down the shell by putting a wrench on its hexagonal nose or stick it in a vise and turn it 
up with the sweep. 


That's some chuck, but it’s no finer than the new patented ratchet mechanism back of it. Ratchet teeth 
are machined the entire length of the head—I% inches. The hardened tool steel dogs are set in milled slots 
in the steel chuck shank. These hardened dogs engage the teeth for 1% inches, giving a bearing that nothing 
short of a superman can strip. The ratchet control is in the knurled washer just above the head. 


The head and handle are polished rosewood. The head is steel clad running on dust proof roller bear- 
ings. The handle runs between adjustable collars. The ratchet head is nicely finished in baked on toolsmith’s 
red enamel, making a pleasing contrast to the black finish of the chuck shell and jaws. All other exposed steel 


parts, including the heavy sweep, are heavily nickel plated. 


GOODELL-PRATT COMPANY 










GREENFIELD, MASSACHUSETTS, U. S. A. 
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| MANUAL TRAINING — HOUSEHOLD 





HIS is the second of a 

series of twenty-six con- 

structive, educational and 
sales building articles on 
tools, written by a man who 
knows tools as few men know 
them. 
These articles will deal with 
the manufacture and sale of 
tools and will furnish travel- 
—=—>>= ing salesmen, merchants and 
=——- men behind retail hardware 


i——— counters with a fund of ac- 


curate, constructive informa- 
— tion that should prove of 
great value in merchandising 
=—= this basic line 










The Tool Department 


Tool Quality 


By Don Thatcher 


business who was fond of and especially 
interested in tools that bore his name 


()™: of the great figures of the hardware 
created and copyrighted the phrase: 


“The recollection of quality remains long after 


the price is forgotten.’”—E. C. S. 

What a wonderful sales argument and slogan 
to attach to a brand of tools. It was sales vision 
that conceived such a terse statement of fact. 
Thousands of merchants; hundreds of thousands 
of users seldom hesitated to purchase the tools 
bearing that slogan. It swept away any slight 
resistance; it created the desire to possess. Re- 
gardless of name or brand the truth of that slogan 
is true of all good tools. 

Quality of material and workmanship are the 
requisite essentials for tools. The inducement 
of price alone has never contributed to or been 
a factor in the permanent growth of the tool 


husiness. . 
Look over your tool stock, review your pur- 


chases and sales. You’ll find that the easiest to 
sell tools are the tools you know are good. Occa- 
sionally there have been tool price wars—the 
manufacturer whose business suffered the less 
from the temporary spasm was the one who even 
during the heat of the struggle guarded the 
quality of his product. At other times a manu- 
facturer has been temporarily carried away with 
the idea of making volume production, reduces 
prices to where he would dominate the market 
for his particular line of tools. For a while he 
appeared successful, but only for a short time. 
Excessive production prompted by price invari- 
ably led to slighting of quality in material or 
workmanship. 

A striking instance of a case of this kind is 
that of the manufacturer who some years ago 
flooded the market with hack saw frames at prices 
much lower than ever before heard of. He sold 
thousands, the frames were fair quality, but 
made at a price. Now I don’t see many of his 
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frames in the better stores—the other manufac- 
turers were no doubt disturbed, but they went 
right along about their business making good 
frames and constantly seeking to improve them. 
The best selling hack saw frames today are those 
made by manufacturers of Quality Tools. 

No other essential or part of the hardware 
business exceeds the importance of Quality Tools. 

Familiarity with the quality points of tools 
will facilitate sales. In territories where there is 
a good market for axes it is well to know some- 
thing about axes. Telling the prospective cus- 
tomer the how and why about the axes you are 
selling creates many more and better sales than 
will the remark “that’s a nice axe.” 

For the expert woodsman there are two kinds 
of axes—good and poor. For the general market 
there are degrees of good and poor. For your 
own information and use when selling axes it is 
well to know there are two basic methods for 
making axes. The one generally recognized as 
producing the best axe is that of laying a fine 
quality crucible steel bit on a soft steel body. 
Assuming that the basic quality of the bit is good 
—the further responsibility for a good axe is in 
the tempering grinding, finishing and inspection. 
The eyes of most good axes are punched out of 
the solid soft steel body. Many people believe 
that when the eye is rolled or welded it is apt to 
stretch or crack. The eye should be tapered from 
the outer to the inner opening—this method holds 
the handle firmly and prevents handle splitting. 

The other method is to make axes from one 
piece of steel, tempering the bit and leaving the 
head comparatively soft. While I know of in- 
stances where woodsmen have used solid steel 
lightweight single bit axes and have expressed 
themselves satisfied as to their worth for light 
work, most axes made this way are bought by 
householders, farmers, contractors and builders 
whose requirements do not call for the same kind 
of service as the expert woodsman asks of his axe. 

There is a steady increase in the sale of handled 
axes—probably for two reasons—first the dif- 
ficulty in obtaining good axe handles due to the 
scarcity of second growth swamp hickory from 

















Half Hatchet Lath Hatchet Double Bit 








October 22, 1925 


which the best handles are made. (Manufac- 
turers and large distributors are seldom able to 
obtain all the selected second growth hickory they 
desire). Second—handling axes has become 
almost an art and handlers become very expert. 
They get the right hang to the axe. Also the 
wedging of the handle is done much better by the 
handlers than it can be done by the individual. 
While the standard or generally accepted length 
of axe handle remains the same as it has for 
years—36 in., as big timber is removed and 
later growths come in smaller, there is a shorten- 
ing of the axe handle—this is noticeable in Maine 
and other Eastern States where 32-in. handles 
are demanded, whereas the Northwest continues 
to use 36-in. 

While soft body axes with laid crucible steel 
bits hold the call for quality, this method is no 
longer the generally accepted best method for 
making what one may rightly term “The Ameri- 
can National Tool’”—the hatchet. 

The hatchet is used more than any other 
American Tool. American-made hatchets are 
used throughout the world. I have seen Ameri- 
can-made hatchets used in nearly all European 
countries, Egypt, Algiers and Pacific Ocean 
Islands. The hatchet is a great utility tool. I 
consider it one of our best advertising mediums 
—wherever it goes it proves its superiority over 
any similar tool produced elsewhere. It carries 
the best kind of advertising—Satisfactory Service 
—the kind of advertising that prompts the user 
to ask for another of the same kind. The kind 
of advertising thousands of men behind retail 
counters are planting the seeds of by recommend- 
ing and selling good quality tools. The manufac- 
turer who obtains the interest of the men back of 
the counter and backs it up with a quality article, 
fairly sold, attains a position of prestige for his 
product that millions in publicity cannot dislodge. 

However, that’s advertising and selling. Let’s 
get back to hatchets. Broad, flooring and rigging 
hatchets are sold in limited quantities. The big 
sale of hatchets is of half, shingling and lathing 
patterns; No. 2 half probably outselling all others. 
The best hatchets are forged from solid steel, the 











Shingling Hatchet 
and Handled 
Single Bit 


Single Bit 
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head as well as the bit being tempered (whereas lighter weight hatchets with round neck and poll, 
axe bits are tempered and heads left fairly soft). bell face, the sales of which are increasing. Of 
The tempering and grinding of hatchet bits, lathing hatchets, mechanics favor the lighter 
especially of the lighter weight cabinet maker and weights, especially of California, Chicago, Boston 
lathing patterns, requires accuracy and great care. and Philadelphia patterns. 




















A display that materially increased hatchet sales for Hammacher, Schlemmer & Co., New York City. 


While octagon poll, plain face hatchets of both There are various patterns of box, produce and 
half and shingling patterns are the standard barrel hatchets for which there is a sale limited 
sellers, the increase of fine wood working seems to where these industries are located. Where the 
to have an influence upon the sale of full polished demand exists, sale of these patterns is good. 








Are Hardware Clerks Underpaid ? 


LLEW S. SOULE, Editor, 
HARDWARE AGE, 
New York City. 
“Referring to your desire for expressions of opinions from your various subscribers, would say that 
for several years I have waited almost with impatience to follow up the articles by Mr. Norvell. 
“T have heard of Mr. Norvell in many ways during the past twenty years, also I now regularly sell 
a hardware merchant who was on Mr. Norvell’s force during entire period of time he was with Shapleigh 
Hardware Co., and I believe Mr. Norvell built up the most efficient hardware selling organization ever 
turned out, and his experiences and ideas are certainly worth a lot to sales managers and-salesmen of 


the present time. 
‘While it seems to be opinion of financial men that while the hardware merchant stands the highest 


as to honesty, success and best moral risk, yet it seems for several years that according to statistics he 
has made practically nothing above wages. Whereas department stores, chain stores—even grocery and 
drug stores have made big money. Also he has to hire as a rule a better class of clerks that take years 
to train, and be in a position to furnish high-grade detailed information at a day’s notice. Also with 
exception of department managers or similar jobs hardware clerks receive hardly any more compensa 
tion than mill hands or common laborers; only a trifle better than 50 per cent of skilled mechanics’ 
waves. 

“Possibly it might be an idea to review such conditions from data you have, and it’s possible you 
may have some suggestions to offer the retail dealers how to be more efficient and economical, thereby 
making more out of their investment. 

“Also another factor I have noticed in the retail hardware business kas been of late years: In towns 
of any size the retail hardware merchant has dropped out of the stove and range business, consequently 
he has not only lost volume of these two items but lost the kitchen utensils, table cutlery, ete., which 
cuts down his volume. 

“T have simply given you my impressions as I have found them in this part of United States, after 
having put a great many years on retail and past thirteen years representing a jobbing house.” 


l am 
Yours very respectfully, (Signed) W. J. MARSHALL, 
Everett, Wash. 
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A Ball Game Without 
Ball? 


‘Ridiculous,’ you say. Yet many hardware dealers 
have a team of good salesmen with no ball—no uni- 
fying idea, clearly expressed, that all must work to. 











a 





As in baseball-or football, a sales organization can 
accomplish most when teamwork has been well devel- 
oped. Doubtless each of your salesmen is working 
hard trying to make as many sales as possible—each 
working according to his own lights, but without a 
common objective—a common ideal of performance 
—their abilities cannot be developed to the best ad- 
vantage of themselves and of the store. 


It is up to you, Mr. “Boss,” to supply the ball for the 
game. It is up to you to impress your men with 
their importance as members of the team—with the 
importance of each keeping his eye on the ball. 


Get your salesforce together for a store meeting. 
Discuss the ideals of the institution. Discuss the 
attitude each man should bear toward the store’s 
customers. Discuss in detail how to approach the 
customer, how to interest the customer in merchan- 
dise related to that asked for, how to present other 
merchandise that may be of interest. 


Discuss the necessity for each salesman to study the 
merchandise he sells—the necessity of knowing it 
from the standpoint of the customer. 


Many ideas for review in your store meeting will be 
found in each issue of HARDWARE AGE, in both the 
editorial and advertising pages. For example among 
‘the advertisements note the following topics— 


“Life Insurance” in Screen Cloth...... Page & 
A Demonstration That Sells Cream Sep- 

er Page I1 
Building Up Your Tire Business....... Page 12 
Cashing In on Humen Nature......... Page 16 
A Sales Producing Suggestion to Motor- 

BOD Skee bee es 4wEte + eee ok 64ew ok Page 17 
A New Steel Building Toy............ Page 25 
Handling the Casual Customer........ Page 26 
Catering to the “New Boy”........... Page 27 
Some Glow Heater Details............ Page 29 


Greater Profit Possibilities in Vacuum 
ao eb ek 6604600 Keawkecnet Page 33 


Toy Sets That Delight the Little Miss....Page 81 
Ratchet Brace Details for Tool Salesmen.Page 88 


How Many of Your Customers Are With- 
out Clothes Wringers?............ Page 97 


Details of a New Socket Set...... eee Page 97 


How Many Christmas Tree Holders 
Should You Sell This Year?....... Page 99 


Profits in Ash-Can Trucks............ Page 101 
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A Book Review 


(Continued from page 64) 
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wanted any goods, saying if he did he would come out and 
sell him. 

In some cases I have found where the merchant was 
exceedingly indignant at being telephoned to. Two or 
three cases came under my knowledge in the last year 
where the merchant declared he would buy no more goods 
from the house or from the salesman. He reasoned this 
way: 

“If they don’t think enough of me to come out here, 
or send their man out here, instead of telephoning me, 
I do not want to buy goods of them.” 


Quotation from Mr. Simmons’ General Letter 
Dated May 28, 1899 


Golf Has Come to Stay 


Let me again remind you that Golf is abroad in the 
land. It has come to stay. It is a “craze,” but is not a 
“fad.” Perhaps you do not know the difference between 
these two terms. A “craze” may be permanent; a “fad” 
means what the letters indicate, f. a. d., “for-a-day.” But 
this game is not for a day. I believe it is for all time 
to come in the United States. I speak knowingly because 
I play the game, and it appeals to me because it is a 
game of the finest kind of physical exercise; one that can 
be played by old and young, of both sexes. I dwell upon 
this because I am sure many of you do not know anything 
about the thing and do not think it is going to amount to 
anything, but I believe it will. It will grow slowly, but 
it will spread widely. Every small town will have a Golf 
Club, and mark my word for it, it is to your best interest, 
decidedly, as well as to ours, that you should lay the 
foundation for selling this class of goods right now. 
Therefore do not fail to tell every one of your customers 
to send to us for a catalog and price list of golf, should 
they have any inquiries, and don’t fail to impress on their 
minds that we are headquarters for this line of goods. 
The next sixty days is the time of the year to sell them. 
They are seasonable, but there will be a world of them 
sold, and I hope each one of you will do your share. 


Quotation from Mr. Simmons’ General Letter 
Dated January 9, 1903 


Watching Your Own W ork 


Almost the last subject of this letter is the most im- 
portant one, and that is, once more to call your attention 
to the exceeding great importance of watching your own 
work for the corresponding months of the previous year. 
To a large extent, I believe that the salesman’s percentage 
of profit is absolutely and wholly dependent upon his abil- 
ity as a salesman and it is just what he chooses to make it 
—to make it by his ability. 


Quotations from Last General Letter Written by Mr. E. C. 
Simmons on April 9, 1920 


March, 1920, will, I believe, stand as a record-breaking 
month for us, in volume of sales, for a long time to come: 
The increase was so large that it made it almost double 
the record of March, 1919. I am speaking now for the 
St. Louis House, but we have corresponding reports from 
our Local Houses. That is not the best of this report, 
but the showing in regard to “Quality” is so good that I 
cannot refrain from saying that I believe it will be quite 
difficult to show a better record in “Quality” for April, 
than is declared on our books for March. 

The demand for goods continues unabated up to this 
writing, and in a volume so large that we have the same 
difficulties confronting us in regard to getting goods that 
we have suffered from for a long time, but as I have said 
before several times, in a certain sense, that is not an 
injury to business. When people find a thing is hard to 
get, they are more anxious to have it—just like a child 
with a toy. Consequently, so far as I can see, and beyond 
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question, according to our records, the “Going is good” 
up to this time. 
7” * * 

Recently in a letter from a salesman he said, “Your 
General Letter was long”—and then went on to comment 
on the letter, particularly one part which struck him very 
favorably indeed—and by the way, that was the story of 
the little five-year-old boy who told how his mother taught 
him how to make people like him. In replying to his let- 
ter, I said to him—as I now say in this letter—I ask you 
to be generous in your criticisms of my General Letters, 
for this reason: I never dictate one of those letters with- 
out reflecting upon the fact that I am writing to about 
one thousand different people, living in all parts of the 
United States—from Portland, Maine to Portland, Ore- 
gon, and from the Gulf of Mexico as far North and into 
Canada—men of different temperaments, associations and 
environments. Therefore, if it doesn’t happen to suit the 
Southern man, it may be just the right thing to please 
the Northern man, or if it is “Dry Fodder” to the Eastern 
man, it may just fit into the vernacular of the man on the 
Pacific Coast. Also remember that my principal object 
is to help you, because that is my chief motive in con- 
tinuing this work. Any salesman who cannot find one 
thing in my General Letters with which to interest or 
entertain his customers is a mighty poor salesman, and 
there is but little hope of his success in any large measure. 

* * * 


Since the day I broke my arm I have received a great 
many letters from our salesmen, of a most touching and 
tenderly affectionate nature, and I assure you it was very 
pleasing to me, because in many cases it convinces me 
that my life or my efforts have not been in vain and 
nothing gives me more pleasure than to see good results 
from my work in that respect. 

You may think that I care more for volume than “Qual- 
ity,” but I don’t. I think a lazy man is despicable. I 
think a man who works hard, and yet in a healthy way, 
is doing just right, but he does not deserve a great deal 
of credit for it because that is his plain, simple duty, and 
every man should always try to do his duty. 

I am made a little sentimental this morning by receipt 
of a letter from a salesman, whose sincerity I cannot 
doubt for a moment, expressing his sympathy with me 
in my recent “Disaster,” and then he goes on to say how 
grateful he feels and how much indebted to me he is for 
the good he has derived from personal contact and also 
from General Letters. 

(Mr. Simmons died nine days after the date of this 
letter—April 18, 1920.) 








As a retail hardware salesman and an active 
helper in the affairs of the store, are you in 
such a position that when the boss begins to 
thank better times for an increase in business, 
you can remind him, “And me next?” 

* ~ * 


Salesmen do not come to you and ask you to 
buy fixtures for the store, nor do they often 
ask you whether you would like to see improved 
equipment put in. And yet you are the one 
who works with the fixtures and knows best 
what improvements would be an advantage. 

It is more than likely that the boss would 
listen with interest to what you have to say 
about adding new and better equipment. 
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YOUR BUSINESS HINGES 
ON QUALITY MERCHANDISE 








The Arcade No. 7 is the highest type of cast hinge con- 
struction. It is both attractive in appearance and effi- 
cient in operation. The spring is quick and powerful 
and retains its strength after long use. It is impossible 
for the spring to get out of place. Attractively finished 
in a baked black enamel. 








Important Announcement 


We are now ready to supply three new styles of all steel 
hinges. They embody all the latest improvements in con- 
struction, and in addition are light in weight, attractive, 
and exceptionally strong. They are numbered as follows: 


No. 31—Tight Pin, open spring. 

No. 32—Tight Pin, covered spring. 

No. 33—Loose Pin, open spring. 

No. 31-T—In Sets, tight pin, open spring. 
No. 33-T—In Sets, loose pin, open spring. 


The detachable pin feature on the No. 33 is a convenient 
one. Instead of removing the screws from the hinge, the 
pin can he pulled out easily and the door taken down. 
This is also an excellent feature when re-placing the door 
in the spring. Entire construction is simple and efficient. 
Write us for sample and prices. 











No. 102 
Spring Hinge 


A thoroughly efficient cast 
hinge that is reliable under 
any condition. The tension of 
the spring is constant with 
every position of the door. 
The simplicity of its con- 
struction gives it a quick firm 
action, and reduces the fric- 
tion to a minimum. 





We pack one pair of No. 7 Spring Hinges together with necessary 
screws, hook and eve, and door pull in an individual carton. This 
makes a convenient and salable package for your trade. 


Write your jobber for prices—Ask us for catalog 


ARCADE MANUFACTURING CO., Freeport, 


ARCADE 


HARDWARE 
and TOYS 
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A Complete 
Line from |} 


One 
| House 


is best by every Test 


Long years of experience and earnest endeavor, 
the largest factory in the world producing hand 
planters and sprayers exclusively, combine to 
make the Acme line the height of perfection. 


Every Tool Guaranteed = 
We urge the dealer to sell Acme Tools on a 
money-back plan. The customer is told: 
“Tfitisn’t all right, bring it back.”” Buying 
a complete line from one jobber is another 
Acme advantage that the dealer likes. 


Attractive Dealer Sales Helps 


Again we have improved and augmented our dealer 
helps. The Potato Booklet has been enlarged; an 
attractive set of colored window hangers is being 
furnished Acme dealers; our advertising in farmer, 
grower and trade papers is especially attractive—all of 
10. which combine to help keep your Acme stock moving. 
$ Bang Gseill Write for the new Acme catalog 


POTATO IMPLEMENT CoO. 


| = Dept. 11 Traverse City, Mich. v mG 


Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular? Good advertising 
and the thought it contained: To save 
property as well as improve its appear- 
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Better ance. 
Machine Screws Now Paint, like advertising, can be 
made to work wonders. 
for the But don’t expect dealers to spread 


your paint story and consumers to 
spread your paint unless you mix your 
| paint message with good advertising 
| and spread it in the right medium. 


Hardware Trade 


we | ae . 
wg as es That medium is the Paint and Var- 
nt OR pene. nish Issue of Hardware Age—the 
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MYERS 


SELF OILING | 


A REGISTERED TRADE NAME 


BULLDOZER 
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THIS GOOSE 


ie is not 
| 
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Spoiled by Wet Weather 


One reason why there is 
a big demand for Myers 
Self-Oiling Power Pumps is 
that they are built to serve 
better and last longer. 
Then too, they are easily 

















installed, are economical to Till 

operate, are safe and de- | 

pendable, their very design MYET2S | 
DEEP WELL 


I Neither is Clinton Poultry 
| Netting. It is made for long, 
| satisfying wear under all cli- 
| | matic conditions. It lasts if it’s 
| 
| 


lending itself to superfor 
pumping service which alone 
builds» business for those 
who sell them. 


WORKING 






Another factor and one 
of utmost importance in 
this day and age which is 
also paving the way for 
Myers dealers to increased 
sales on Myers Self-Oiling 
Power Pumps, Water Sys- , 
tems and other Myers ATTRA MARR eaeaeeanel; 
Products is the consistent 4 bh | 
use of leading trade, class SECTIONAL 
and farm journals for pub- VIEW 
licity purposes. Consumers 
everywhere are asking for 
the Myers first—your op- 
portunity for _ increased 
pump business with a min- 
imum of sales resistance. 


Ask for 
catalog and 
jpeseee today. 


| Wickwire Spencer Galvanized 
| Atter. Samples and complete 
information upon request. 

































A WICKWIRE SPENCER 
‘ / 
























American Wire Fabrics Corporation 


Subsidiary of 


Wickwire Spencer Steel Co. 


General Offices: 41 East Forty-second Street, New York 















‘a i . ‘ Western Sales Office: 208 South LaSalle Street, Chicago 
ot ace —— 
| Worcester Buffalo Cleveland Detroit 
San Francisco Los Angeles Seattle 
oe od La on 
THE F.—.MYERS & BRO. Co.Ashiand GO 
— ASHLAND PUMP AND HAY TOOL WORKS —_ Dr 
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Bronze ana Copper 
FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 
part. 

And besides its attractive appearance, du- 
rability is woven into every square foot of it. 


Write for prices. 





Spargo Wire Co., Rome, N. Y. 


















Genuine Armstrong Steady P rofits 
in x 


Stock net 
tocks and Dies CRECOITE 


Are always in working order. They rep- wlan 
resent the utmost simplicity and eff- — Tools 


) ciency in operation. 














a 


No. 112 
bear this trade-mark: Camp Axe 


All genuine Armstrong stocks and dies 





OU can sell this line with unusual satisfaction and 
profits. It represents the climax of our 30 years 
experience. Serviceable tools at medium prices. 
Equipped with the Grady Wedge—easy to keep heads 
always tight. In addition to the popular Camp Axe 
. pictured above, there’s a complete line of Crecoite 
Be Sure You Get the Genuine hatchets, hammers, men’s and boys’ axes. Also 
“Marion” ‘pitching shoes. 


Ask your jobber or write for Catalog “H.”’ 


The Armstrong Manufacturing Co. MARION TOOL WORKS, INC. 


Bridgeport, Conn. , . 
Marion, Indiana 




















Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros..7°"' Pst 


Selling Agents 
Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 
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“You would be surprised to find out how many homes are 
without CLOTHES WRINGERS!” 


The above remark is made to us often by 
House to House Canvassers. 

You can profit if you will display Anchor 
Brand Wringers and suggest the purchase of one 


bo each customer. 


Every household needs and should have one 


or more Wringers. 








Stock and Display 
ANCHOR BRAND Clothes Wringers 








Lovell Manufacturing Co., ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World 




















Proved Best by 


Actual Test 


Tremont Hardened Steel Cut Nails 
are cut from high carbon steel that 
by actual laboratory test contains an 
exceedingly small percentage of im- 
purities. his metal is rust resisting 
to a remarkable degree and will not 
a crack or twist while being 
ven. 


Tremont Nails are scientifically de- 
signed to shear their way into the 
wood in a manner that insures a 
strong, permanent grip. They are re- 
markable for their strength vod head, 
an important feature in con- 
sideration of the quality of out nails. 
All these mechanical superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themselves assures the customer 
satisfaction that is so necessary 
the welfare of your store. 


Sell the Tremont Brand 


Tremont Nail Company 
205 Lincoln St., Boston 


NAILS 











SUPERIOR 


Galvanized Hardware Cloth 





Our Standard Hard- 
ware Cloth, also known 
as Cellar Window Cloth, 
is heavily coated with 
pure zinc after weaving. 


This Cloth is woven 
with even mesh and will 
roll out flat without 
waves or bags. 


Put up in 100 ft. rolls 
in widths 24” to 48” in- 


clusive. A popular 
seller by the peneewars 
trade. 





G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 


























The New Miller Heavy-Duty Socket Set 


Supplied, as shown, with 7 sockets, 2 extension bars and slid- 
ing T handle. One extension bar is for work in hard-to-reach 
places. 

Sockets are hardened carbon steel guaranteed against any 
defects. To afford super-strength both sockets and extension 
bars are made over-size in diameter. 

Each set furnished in an attractive leatherette roll. 


Write for Discounts on Set No. 15. 


MILLER TOOL & MFG. CO. 
MICH. 


35 Warren St., New York, N. Y. 
San Francisco, Cal. 


DETROIT 


Eastern Representatives: 
Western Representatives: 


A. Gaffney Co., 
143 Second St., 


James 
Alden Glaze & Co., 
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1924 MODEL DOOR CHECK 








We Give an Absolute Two-Year Guarantee 


Covering This Check 


Illustration shows with HOLDER ARM; can be supplied with 
REGULAR ARM. 
Operates RIGHT or LEFT-HAND doors without any change 
in the mechanism. 

Circular upon request 


THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 


October 22, 1925 





Add These Three Profitable 
Articles to Your Line 


Brookins Oil Measure 
The flexible metal hose of the Brookins 
Oil Measure reaches any oil intake 
without a funnel. The flow of oil is 
started and stopped at will by the handy 
thumb-valve control. A specially de- 
signed lip prevents. spilling. And 
there is a size to fill any crankcase 





in One operation. 


muechins ons Drain Tank 

The new Brookins 
Portable Drain Tank 
makes easy work of 
draining any crank- 
case without drain 
pits or racks, with- 
out the bother of buckets 
and without working in grease. 
Can be drawn anywhere as easily as a sled and the 
drained oil is always under cover and out of the way. 
Several cars can be drained before it is necessary to 
empty the tank. It hold about 5 gallons. 


Brookins Gasoline Can 


Made in two and five-gallon sizes. Equipped 
with flexible metal hose that puts gasoline in 
any gasoline tank without a funnel. Just the 
thing for carrying gasoline to tractors in the 
field or to automobiles that cannot be brought 
to the pumps. Carries any distance without 
spilling or splashing. 


Brookins Service Station equipment is sold by leading jobhe 
everywhere. Write us for descriptive matter. 


The Brookins Mfg. Company 
342 Xenia Ave. Dayton, Ohio 































-Y Boat Oars 


Crown Brand on a boat 
oar means perfection 
and quality. It means 
sales for you and satis- 
faction for your cus- 
tomers. 











Write now for infor- 
mation and prices. 


Manufactured by 


DE GRAUW, AYMAR & CO. 


Established 1827 


34-35 SOUTH STREET NEW YORK 
FACTORY: PLAQUEMINE, LA. 

















| Machine Screws 

a! / mt Y Cap Screws 
| =: = Set Screws 
| , a mn | Stove Bolts 
ini A Sink Bolts 
i ie: A i tT E — 

ie: Rivets 

3 Burrs 

* Specialties 
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Every individual unit must meet Reed & Prince standards of 
quality and accuracy. Whether finished plain, blued, nickel, 
brass, copper-plated, sherardized or hot-galvanized, it may be 
selected with the utmost confidence . 


it 
REED & PRINCE MFG.CO, 






8282 








Seen ————— gf 


WORCESTER, MASS,U.S.A. 
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Stetson’s Combination Cietden Chair Tips are made from 
selected sole leather. The chair is able to move about freely with- 
out noise or scratching the floor. The felt washer acts as a 
cushion. This line is only one of our big sellers. Write for 
catalog. 










Elastic Tip Co. 370 Atlantic Ave., Boston, Mass. 























- 


DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 
4” Diam. with Eye Ye" Inside 
yA ” le o ws w os 


34” Tr TT ee , 3 ” se 
1” ee ee es aA ee 


Weed Out 


Your Slow-Sellers 


and Handle 


REICHARD’S 


Spring-Tooth 
Magic Weeders 





Place a Reichard Magic 
Weeder in your customer's 
hands— let him get the “feel of 
it’”’—and the sale is made. 


Best of all, a Magic Weeder 
customer, through satisfaction, 
becomes one ot your perma 
nent customers. 

Write for sales proposition. 


Quick Shipment 





F. H. Reichard Mfg. Co. 
BANGOR, PA. 








Oliver Iron and Steel Corp. 


1001 Muriel St. 
PITTSBURGH, PA. 


ESTABLISHED 1863 











Sh. 
—_ 

















Have You Ordered 
Crown Tree Holders? 


The Demand Is Greater Now Than Ever 
7S” All Records Again Broken in 1924 





The only Holder that has stood the 
test of practical use over 35 years 


Graceful—Attractive—Substantial 


Quickly Adjusted, Prevents Accidents and with 
Ordinary Care Lasts a Lifetime 


y Order Now—Be Prepared es 
a SNS _ NORTH BROS. MFG. CO., Philadelphia, Pa. 
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Can’t Be Beat 


There is not only a saving ef 
time and fuel expense but a great 
satisfaction in using a good Coil 
Fire Pot. No. 22 has all good 
points to be found in other Coil 
Fire Pots and in addition our 
latest improved patented fea- 
tures. No. 22 produces more heat 
and will outlast two ordinary 
Coil Fire Pots. Jobbers supply 
at factory prices. Write for a 
catalog. 


Clayton & Lambert 
Mfg. Co. 


6275 Beaubien St. 


No. 22 Fire Pot DETROIT, MICH., U. S. A. 
Ask for latest price 


cA 





American Steel & Wire 


Chicago, New York, Boston 
Denver, Birmingham, Dallas 
U. 8. Steel Products Ce. 
San Francisco, Los Angeles, 

amr. Ortland, Seattle 


BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 
NAILS, SPIKES, STAPLES, TACKS, Hot Galwv’d Nails. 
ZINC INSULATED FENCES: American, Royal, Anthony, 
National, U. S., Banner. Steel Gates. 
BANNER (form erly Arrow) STEEL POSTS. 
CONCRETE REINFORCEMENT. 
BALE TIES: Old reliable brands. 
TELEPHONE WIRE. 
WIRE for every purpose. 
Quick Delivery. Write us for selling plans. 























| PAINE STOVE BOLTS 


As Good as the Best 


Pa One hundred bolts and nuts 
in a strong, substantial box. 


In bulk if you wish. 
Prompt deliveries. 
Sold to jobbers only. 


Samples and discounts on request. 
No charge. 


THE PAINE COMPANY 




















2949 Carroll Avenue, Chicago, IIl. 
33 Warren Street, New York, N. Y. 











G-W Ww, Ice T fa a Tool uu 
1 hi ih W_Ic e Too l S 


Sass 


To ce Tools 


Made in all types for every ice harvest- 

ing and handling requirement. 

Write for price list and discount sheet. 
GIFFORD-WOOD CO. 
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PATENT APPLIED FOR 


“KEYCO” Pipe Wrench 


“Keystone Quality.” Instantly adjustable. Cannot 
slip. Can be used with one hand and does not have to 
be “held on” the pipe or stud. Instant release. All 
major parts of Special Alloy Steel. Sizes: 7 and 9 
in. Big seller for many uses. Send for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 


Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 








Look for the full name 


Russell Jennings 


yetrelerse Mesa M cite celtiaetme) melts 


Auger Bits 


The original double twist auger bit, patented by 
Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co. 


Chester, Conn. 








The Fearlessly Guaran- 
teed Turner No. 45 


The patented Superheating Burner Baffle and 
heater plug perfectly gasifies present-day gasoline 
or herosene. The patented automatic Safety Valve 
prevents explosions. Separate Adjusting Needle 
obviates orifice trouble. Patented, leakproof, pol- 
ished Brass Tank has but one opening and that on 
top above fuel line. The Pistol Grip fits the hand 
comfortably. FEARLESSLY GUARANTEED 


Order from Your Jobber 
Write us for new catalog 


( TURNER ? | % he 
i Edgewood Ave., Sycamore, IIL S$ het 
—- 


The World’s Largest Ezclusive Manufacturers of 
Blotorches, Fire Pots and Brazers 







No. 45—1 Quart 














ROLLING STEP LADDERS 
Our Prompt 
Berge A Shipments 
lower than 
‘ae — a: 
Rolling m to 
aaeeaee Shaidinn 
Market. Complete 
Satisfaction Catalog on 
Guaranteed. Request. 
SUCCESS FURNITURE CORP. 
St. Louis (Kirkwood), Mo. 
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Gather in Profits 














by selling the 


Self 
Elevating 
Truck 





Lifts 
ash-cans 
and other 
heavy 
loads 

up steps 
with ease 





This truck answers a long felt need. It can be 
operated by anyone and without effort. The 
field for selling the Tasco truck is large—every 
home, farm and factory. Send for dealer prop- 
osition today. 


TAYLOR-SHANTZ CO. 
478 St. Paul St. Rochester, N. Y. 














HlicoknrhirlSs 


(Reg. U. 8S. Patent Office) 





Catalog and Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 
New Bedford, Massachusetts, U. S. A. 

















Now 
Ready! 


Our 

New 

1926 
Catalog 


Hi MANHEIMafs| » 


FF 


Free! 





Send for Your Copy To Day 


Between the 254 pages of this book are illustrated the 
popular brands of Silverware listed below together with 
complete lines of Diamond and Solid Gold Jewelry, 
Watches, Ivory Pyralin Toilet Articles, Electrical Goods, 
Cameras, Opera and Field Glasses, etc. 


You carry no stock—SELL from the catalog. All orders shipped 
same day received, 


H. M. MANHEIM & CO. 
87 Nassau St., New York 


Wholesale Distributors of 
1847 Rogers Bros., Community, Holmes & Edwards, Wm. Rogers 
Son. 











Smaller Inventory 


More Profits— 


That’s what the new Heller 


book tells you—how you 

can use Heller service to make 

larger profits. No guess-work. 

No theory. Experience speaks— 

— the experience gained by 34 
“- years in the hardware field. 





‘Jie HELLER 
SYSTEM 


Carry less steck—put it out 


| where it can sell itself—that's 
what the Heller system will do 
for you. 
FREE !! 
ihe: You can read our new book in 


ten minutes—you won't get through thinking about 
what it says in ten years. Practical! Helpful! ! 
Interesting! | |! 


Write for ‘“‘The Heller System of Larger Profits.”” it’s NEW! 
It’s FREE!! Write to-day! Use coupon. 


W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 
20 Vesey St., New York City 








W, C. HELLER & CO., Montpelier, Ohio. 27A 
Please send the new book, “The Heller System of Larger 
Profits.” ) 
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I This is the open 10c packet customers ask for | 
The Original Sn, =“ om for 
Strong Crystal yoo 
Biiect Meade i Great Demand 
‘ Good Profits 
with sharp ‘ 
Attractive 
tool-tempered 
S Counter 
Steel Points . 
Displays 



















‘Glass Heads- Steel Points" ** The Hanger with the Twist” 
To “ Hang Up Things ” in Homes, Offices 


Moore Push-Pin Co. ( Wayne Junction), Phila., Pa. 





Push-less Hangers 


Push-Pins 





and Schools. Ask your Jobber. 











A \ 
Suppose you can’t sell your bare- 
footed customers—everyone who wears 
shoes will jump at the chance to buy 


TRADE MARK REG. 


1HALF SOLES—HEELS 
and STRIPS 


Outwears Best Leather 2 to 1. Black 
or tan for men, women, children. 


(See page advt. nert week) 
PANCO CO. Chelsea, Mass. 
7 



























__.__—c thatsets « > 
— Hee EAGLE 
_ ae ° ° 9? s ." 
Che Pioneer Line 7 STROP > 
’ " wi 
CHILDREN’S VEHICLES | & DRESSING 
Lemp dominate the field --- lead the market --- set . ": 
the pace ---1n = , . 
Automobiles, Velocipedes, Coaster " 7 MNade b 7 " 
ahd wther Wheeled Goods” the Worfds largest ¥ 
Backed by over half a century of manufacturing ad Razor Sfrop Manytacfyrer a" 
ey hg ee a PRICE PER DOZ.IN DISPLAY CARTON $125 ft 
~{ quality. Send for catalog. ¢ WRITE FOR OUR STROP CATALOGUE 2" 
The Gendron Wheel Co. : KOKEN COMPANIES. " 
846 Superior St. Toledo, Ohio Ss eeeeesn | bn te A.A Sees 














B 





BURNLEY BATTERY & MFG. CO. 






The Soldering 


Paste that has 
‘ea tte — satisfied cus- 
es: ee es Y tomers for over 
23 years. 


Sample free. 


NORTH EAST, PENN. 


















































TIRE 


Insure perfect shelf service for any line of mer- | 
chandise. Deep tread steps, properly spaced, with | 
convenient full length handholds on both sides of { 
ladder permit mounting or descending with ease. | 
Both hands free to remove or replace stock without } 
danger of falling. Cushioned Tired Trolley and 
Truck Wheels eliminate noise and prevent vibra- | 
tion. Erection as simple as A, B, C. tilize 
small space. Make top shelves safely @ 
available for stock purposes. 
style—neat of design—nicely 
finished—any height ceil- 

Thousands in 
ase. Circular on 


man 














Speed Up the Wheels 
of Industry 


Write to your jobber today for any 
of the merchandise advertised in 
these pages. Don’t wait for the 


jobber’s salesman. You may forget. 
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Make Holiday Show Cards Sell Goods 


Nothing will attract 
quicker attention to 
holiday goods _ than 
neatly lettered Signs, 
Price Cards. and 
Streamers. Your 
clerk can make them 
all with a National 
Show Card 
Writer and 
save your 
money. 


Write for 
Folder and 


Prices. 











1602 -? ciel Ave. 
St. Paul Minn. 


| National Sign Stencil Co. 


\ linge = SALESMAN. =| 
cm $150 For Two Dozen. | 


Wc oe aunt : a4, 
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Screw Plate Sets 


“‘The Line That hag oving”’ 


It takes steam to make an engine ‘‘Go’’ and it takes more than good 
materials to keep tools mo 

We've built ‘‘Go’’ as well as Quality into the complete line of ‘ ‘Threadwell’ , 
Tools; Get the Catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 


ffices: 
Philadelphia ‘Chinn 


go Cleveland San Francisco 
809 Harrison 300 Wrigley 
Bldg. Bldg. 


New York City 
135 St. Clair 604 Mission St. 
Ave. N.E. 


396 Broadway 














“BrushvNu Bill" says:~ 
“For Your 5c to 25c 

Smallwares Tables.” 

| Fast 10c Seller. 


Sh-Nius 


r ve usm 


Paint B Brush Cleaner | 
















“BRUSH? NU BILE 
PAINT BRUSH CLEANER 


ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR WRITE DIRECT. 


BrusheNu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 








TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 












ALLEN Safety Set Screws 


30% Extra Strength over broached hollow ee | 
—the only other kind made. By a _— 
process we increase the density of . — 
around the socket-holes, so that even the smaller 
sizes will stand all] the strain the made 
wrench can apply. The Allen process 

deep, perfectly- - ale socket-holes—no ~ 
the bottom. The entire length of the 

utilized either for solid metal at the point, or depth of aw A 
for ~ wrench. All sizes in stock from in. to 1% in; 
any _— point or thread. Also Socket-Head Cap 
ae, ap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 


The ALLEN MFG. CO.tikrtrorb, CONN: 


Osborne High Grade Punches 





Belt Punches. 


Spring Punches 


Arch Punches 


Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and eral and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our p, “ducts. 

We gy back of every tool we make. Try us. 
and Price 


Write for Catalog 


C. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 

















| HACK SAW BLADES MACHINES 





“REDUCE YOUR COSTS” 


Samples furnished for testing. 
Write for catalog and prices. 
Sold by Jobbers. 





DIAMOND SAW & STAMPING WORKS 
BUFFALO, N. Y. 











WINSLOW S 
kates 
ICE and ROLLER 






Stocks in 
Worcester, 
Mass. 
and at 
34 Warren 
Street, 
New York 
City 


The Samuel Winslow Skate Mfg. Co. 
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Classified Opp 


An Effective Low Cost Contact with Hardware Man- 
afacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 

No illustrations accepted for these pages 

Allew seven words for Keyed Boz Number Address. 








October 22, 1925 


ortunities 


Set Solid, Minimum 50 words. .,.. PITTTITTTT TTT 
Each additiona] word.........+ss6. Seceoccoesseseessoo GD 

All Capitals, Minimum 50 words........sseeseeeeees cocccee 400 
Bach additional word......-.-seseceeee reecuendéeeee coco ae 

D Geete “Te” ccccveceods seaweed SORES obs 06660088 eoseese 5.00 
EE ee ee ee ocee 4.00 


4 insertions, 10% off; 8 insertions 15% off 


Remittance Must Accompany Order 
50% off the above rates for Positions Wanted Advertisements 


Address your want advertisement and replies to box numbers to Hardware Age, 239 West 39th St., New York City 





Business Opportunities 


Help Wanted 


_ a 


Positions Wanted 








Bids will be received up to October 26th 
for the purchase of a stock of genera! 
hardware, sporting goods and chinaware, 
etc. Inventory about $20,000. Duluth 
wall cases and fixtures, $5,000. Must be 
closed out to dissolve corporation.  In- 
ventory and stock open for inspectiog at 
Houghton, Michigan. F. 8S. CARLTON, 
Houghton, Michigan. 
= 














THE FOLLOWING SAND PAPER HAS 
BEEN PURCHASED from the United States 
Government and I offer it, “subject to prior 
sale.” This sand paper is first quality and in 
riginal packages. Quotations are made per ream 
480 sheets), size 9x11 as follows: 285 reams No. 
1% at $3.55; 128 reams No. 2% at $3.95. Terms 
—cash. Fuil purchase price refunded if ship 
ments are not entirely satisfactory. ISAAC 
BLUM, Esplanade Apts., Baltimore, Md. 





FOR SALE—HARDWARE and FURNITURE 
Store situated in town of 1200 in best farming 
section of Central Illinois. Stock inventories 
about $8000 and includes rugs, linoleums, paints, 
stoves, pumps, fencing—no implements. Brick 
building—40x80 feet—good basement—tin and 
Sono shop in rear will rent for $45.00 month. 

or 18 years, desires to sell because of ill 
health in family. ill give figures of past year’s 
business. Address Box G-788, care of HarDWARE 
Ace, New York. 

STOVE DEALERS—HERE IS your opportu- 
nity to buy the famous Witkless Red Star Oil 
Stoves below regular prices. We have a large 
stock of these stoves which we wish to reduce 
and will sell at a sacrifice for spot cash. All sizes 
from 2 to 4 burners. Also water heaters. WAX- 
HAM LIGHT & HEAT CO., 550 W. 42nd St., 
New York City. 





FOR SAL E—WELL ESTABL LISHED HARD. 
WARE BUSINESS in best section of South 
Georgia. This section has ideal year ‘round cli- 
mate and is developig very rapidly. Business is 
making money, but for good reasons owner will 
sacrifice. Address Box G-809, care of Harpware 
Ace, New York. 








FOR SALE—General hardware store, with or 
without agricultural implements, in irrigated dis- 
trict, Platte Valley, Eastern Colorado, on Lincoln 
Highway; also good location for filling station 
adjunct. For details write STERLIN( M- 
— . INVESTMENT CO., Box 1379, "Denver, 

oiorado. 





FOR SALE—HARDWARE, HOUSE FUR- 
NISHING, sporting goods, lumber, building ma- 
terial and coal business. Situated in the center 
of a summer resort and lake region of Northern 
New Jersey. A growing business in a growing 
section. Address ESTATE OF JOHN WILLS, 
Stanhope, N. J. 





FOR SALE—tThe best located, money-making 
exclusive hardware business in the state of Idaho. 
In splendid financial condition. Invoice about 
$22,000. Address Box G-792, care of Harpware 
Ace. New York. 





FOR SALE—Half interest in general hardware 
business, in Southern Michigan. Reason ill 
health. For particulars address Box G-796, care 
of Harpware Ace, New York. 





WELL-ESTABLISHED lock manu- 
facturing business for sale. Equipment ample to 
do much larger and profitable business. Address 
Box G-791, care of Harpware Ace, New York. 


SMALL, 





DIES FOR SALE for the manufacture of a 
ey — lawn sprinkler ard also cuildren's 
eel garden sets. 
PANY” 


KEYSTONE MFG. COM 


288 A Street, Boston, Mass. 


SALESMEN WANTED—A large manufactur- 
ing concern doing a national business with hard- 
ware and electrical retailers, has several openings 
in its sales organization. “Ferritories open are in 
the Kast and Middle West. Permanent position ; sal- 
ary and commission with opportunities for~ad- 
vancement. A knowledge of the retail hardware 
business is essential, Prefer men who have had 


ast experience or are now employed in a retail . 


ardware store as salesmen or in charge of a 
department. The position requires men who are 
neat appearing, aggressive, tactful and ambitious 
—who like to sell and who can sell. Age 35 to 
40. Unless you have a good past record and are 
willing to work hard, do not reply. Address Box 
G-810, care of HARDWARE Ace, New York. 


YOUNG MEN TO SELL POWER LAWN 
MOWERS—Should have an automobile. We 
have at the present time two openings, one in 
the New York district and another in the Phila- 
delphia district. Wonderful opportunities for the 
right men who are willing to work. Liberal com- 
mission. Will grant exclusive distributor con- 
tracts to men who can prove ability to handle. 
Address Box G-812, care of Harpware AGE, 
New York. 





}to any part of the country. 





MANUFACTURER DESIRES an experienced 
specialty salesman to cover New York, Pennsyl- 
vania and New Jersey to sell sleds, wheelbarrows 
and a complete line of clothes reels to the hard- 
ware, furniture and department store trade. 
Strictly commission basis. Preference given to 
those acquainted in this territory. State present 
connection and give references. Address Box 
G-801, care of Harpware Ace, New York. 

















SALESMAN — NEW YORK HARDWARE 
jobbing house offers excellent opportunity to 
young man with hardware experience to sell in 
Central and Southern New Jersey. Resident in 
above territory preferred. Give age, hardware 
experience and references. Address Box G-743, 
care of Harpware AGE, New York. 


SALESMAN—JOBBER IN SOUTHWEST- 
ERN STATE has an opening for man who has 
had experience as hardware jobber’s salesman. A 
producer is wanted. Tell us all about yourself. 
Address Box G-784, care of Harpware Acg, 
New York. , 


3 STOVE SALESMEN WANTED with retail 
or road stove experience to sell the complete 
Monogram line of gas, combination, oil and coal 
ranges and heaters in Indiana, Michigan and Ok- 
lahoma territories. THE QUINCY STOVE 
MFG. CO., Quincy, Illinois. 

SAL ESMAN WANTED—Calling on hardware 
trade to sell our line of shingle brackets. Sam- 
ples furnished free. Write for further es 











tion, Address NEWARK LADDER 
BRACKET MFG. CO., 317 Springfield Ave., 
Newark, N. J. 





SALESMEN wanted to sell on 
liberal commission basis our popular line of 
labor saving Mavic Weeder Hoes to hardware 


trade. REICHARD MFG. CO., Bangor, Pa. 


WANTED—A BUILDERS’ HARDWARE 
MAN of good education, ambitious. for position 
in Philippine Islands: good opportunitv. Address 
Box G-811, care of Harpware Ace, New York. 


HUSTLING 











Positions Wanted 


STOVE SALESMAN—Four years with two 
largest stove manufacturers in United States; 
eight years in general hardware. Married; age 
33: at present employed on road. Would con- 
sider management of large stove department or 
small retail hardware, preferably where interest 
in business would be available if so desired. Best 
of reference as to initiative, integrity and ability. 
— Box G-775, care of Harpware Ace, New 
ork. 





HARDWARE MANAGER—At present em- 
paved: 33 years old; married; ten years’ general 
ardware experience, covering implements, sport- 
ing goods, builders hardware, househeld hardware, 
oil well supplies, plumbing fixtures, stoves, tools 
and accessories. Four years with present com- 
pany. Prefer position where interest in business 
would be available if so desired. Willing to go 
Very best refer- 
ence as to honesty, sobriety, initiative and ability. 
Address Box G-776, care of Harpware Acs, 


New Yor 





EXPERI ENCED HARDWARE AND TOOL 
YEAR wrth NCE, 








CHARACTER AND ABIL DRESS 
BOX G-800, CARE OF HARDWARE AGE, 


NEW YORK. 


SALESMAN WITH OVER TWENTY-FIVE 
years’ selling experience is desirous of making a 
change. Well acquainted with the department 
store trade, also the furniture and hardware store 
trade, including the wholesale and jobbing store 
trade, and having the very good confidence of 
the above; nationally known; gilt edge references 
furnished. Only reliable high class position con- 
sidered. Address Box G-762, care of Harpwars 
AcE, New York. 


POSITION WANTED—YOUNG MARRIED 
WHOLE. 








AD 
a CARE OF HARDWARE AGE. NEW 





RETAIL HARDWARE CLERK ,with thorough 
knowledge and over twenty years’ valuable ex- 
perience in all branches of the business—both 
buying and selling. Ten years in last position. 
Good salesman and worker for employer’s in- 
terests. Highest business reference as to char- 
acter, ability and qualifications. Address Box 
G-777, care of HArpwarRE AcE, New York. 





YOUNG MAN, PROTESTANT, married, with 
10 years’ hardware, retail and jobbing experience. 
Has held position of Assistant to sales manager 
and buyer, desires to locate in New England or 
vicinity with Manufacturer or Jobber in either 
of above positions offering advancement. Address 
Box G-783, care of H'arpware Ace, New York. 








Sales Representatives Wanted 


SALESMEN WANTED (by manufacturers 
rated over $300,000, and in business over twenty- 
two years) to sell a —_ grade moderately priced 
line of aluminum coo ing utensils to the retail 
trade. Have choice territory open. Will consider 
only experienced salesmen who are acquainted 
with retail trade that handle aluminum ware. 
Salesman will have exclusive sale of line in 
territory assigned him. Full commission paid 
weekly, including commission on mail orders. 
We give salesmen real co-operation and have a 
splendid proposition with a future in it for the 
salesman. The right man can establish a trade 
that will continually grow. Will only consider 
men who have made good in the selling field. 
Salesman can conveniently handle one other Ine 
in connection with ours. State fully your selling 
experience and territory you cover. LEYSE 
ALUMINUM COMPANY. Kewaunee, Wisconsin. 


Let Us Help You Word 
Your “Want.” 
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CLASSIFIED OPPORTUNITIES—Continued 


Address your want advertisement and replies to box numbers to Hardware Age, 239 West 39th St., New York City 








1 HARDWARE AGE, 
New York, N. Y. 


Gentlemen: 

The results from our ad which ap- 
peared in your publication were very 
gratifying, having received between fifty 
and seventy-five replies, resulting in 
) several sales connections, 

Very truly yours 





(Name on request) 











Sales Representatives Wanted 


Sales Accounts Wanted 








SALESMEN, TRAVELING, with furniture, 
wanted to sell well known electric washing ma- 
chine, direct from factory; wholesale; commission 
basis; good money making opportunity for 
hustlers.s H. HABER COMPANY, 1018 Arch 
St., Philadelphia, Pa. 


HARDWARE OR CUTLERY SALESMAN 
calling on the wholesale and retail hardware and 
auto supply trade, to carry a high grade line of 
pliers as a side line. A line that repeats: exclu- 
sive territory; liberal commissions. New England 
States, Atlantic Coast States and considerable 
far Western territory open. Only such answers 
as give full particulars will be considered. Ad- 
ar Box G-813, care of Harpware Acre, New 

ork, 








SALESMAN WITH SEVERAL YEARS’ ex- 
perience and familiar with the general and build- 
ers’ hardware trade, department and furniture 
stores. Jobbing and retail in the state of Texas 
desires to secure line of merit on commission 
basis, with headquarters at San Antonio, Texas. 











Address Box G-805, care of Harpware AGE, 
New York. 
SALESMAN WISHES TO REPRESENT 


manufacturer in Metropolitan district for build- 
ers’ hardware and marine hardware. Has had 
wide experience in selling hardware jobbers and 
retailers and is thoroughly acquainted with lines 
mentioned. Address Box G-814, care of Harp- 
WARE AGE, New York. 








FORSTNER BITS 


The Forstner Labor-Saving Auger Bit, unlike other bi 
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One of the Most Remarkable Tools for Wo 
Working Ever Invented for Brace and Machine 


is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 

expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scall 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


oping, fancy 
































THE PROGRESSIVE MFG. -=<--s. TORRINGTON, CONN., U.S.A. 
b 
Leaders in their line the all ’round Sharpener! 
i] Knife, scissors, sickle, anything, “Shar- 
Rome Copper Utensils have ve pit” will keen-edge double-quick. It’s a 
30 years of “Know how’ behind wizard seller—low priced and good profit 
= ae _ and quick turn- fETA , maker. Send for our special offer! 
DAZEY CHURN 4 
Write— van’ « MFG. CO. 
ROME MFG. CO. 4301 Warne Ave. 
Factories and Offices, Rome, N. Y. St. Louis, Mo. 
Looking for a Hardware Store? Confidence in Ebanpion, Brand 
The place to find one is in the “Classified 4 f Tungsten Lamps is shown by 20,000 
Opportunities Section’’ of this paper. retailers and 500 jobbers who sell them. 
By watching the FOR SALE ads you'll be CONSOLIDATED ELECTRIC 
reasonably sure to secure a good paying busi- LAMP CO. 
ness at a fair price, or better still, let the trade DanVers, Mass. 
know the kind of a store you are looking ° ‘‘Licensed under the General Electric 
Company’s Incandescent Lamp patents.’’ 
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“They Havea WE ee 
Bull Dog-Grip” Cae 


recess! 
Xv Manufactured by 
U. Ss. Clothes Pin Co., Montpelier, Ve. 


Sales Dept. 
7 1015 Union Bank Bldg., Pittsburgh, Pa. 


—es -- 
. 

: 

— 











| The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 


J. R. TORREY RAZOR CO. 
WORCESTER, MASS. 








American Can 











Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
Cc 




















ELEVATORS 


and Dumbwaliters 
for House, Store or Warehouse. Write 
for particulars. State your require- 
ments as to size, capacity and 
THE SIDNEY ELEVATOR MFG. CO. 
Sidney, Ohio 





ee ienethsentieeteiieatineetiaitimeen tae en 











SCYTHES 


ind 6UC AXES 


Scythes since 1912. Axes since 1880. 


RIXFORD Bi8iGtinateve 








CARPENTER’S 
—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 








J. L. THOMPSON MFG. CO. 
‘ Waltham, Mass. 
Tubular and Bifurcated 


=—RIVETS— 





ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philade!phia | 








| Send for our Catalegue of 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., Barre, Vt. 
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INDEX TO ADVERTISERS 














p> 
THE ADVERTISERS INDEX is published as a eonvenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
Ne sllowance will be made for errors or failure to insert. 
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I Ee Gs 660060060000 cesseoe 96 Richards-Wilcox Mfg. Co. ............... 83 
ee 5 i: p00. s60beaeee ues eeeceet 105 
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Badger Rubber Works ................+- 12 
OTS TOUENSTR, GRC. occ eve ccccccccccens 21 K S 
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i er Ce, cs ensnceueeseessen 30 . 
seuiien i echaveune 98 ee Tee Gis GA. GT, ccc ccc cevcecees 107 Semeon Cordage Works ................. 103 
Brown & Sharpe Mfg. Co. .............. 107 Keystone Mfg. Co. a Ser ee ye eran ee, eee 100 eh. on. eee weecekeweces 15 
Brash-Na Co. ...........ccceceeccceeee 5 re ee Se OO. . «02 00000000 87 | Sidney Elevator Mfg. Co. .............++: 105 
Buffalo Wire Works Co., Inc............. 107 ED CHMGG, SRE, «2... see esesveees PD PIII oivonscascveccecovceeses: 96 
Burnley Battery & Mfg. Co. ............ 102 _ Standard Crayon Mfg. Co. .............. 105 
Sterling Wheelbarrow Co. ............... 109 
L MOnwees GO Wel Ge. ccccccccccovecss 107 
i Ci oc cerenseeeduedesnesed 107 
= Success Furniture Corp. ................. 100 
Lovell Mfe. a Ra ar ais i elie ee a cai al end 97 Syracuse Stamping Co., ee 105 
Ludlow-Saylor Wire Co. ................. 26 
ee Gs a Se bccn undcsconescuces 108 
Clayton & Lambert Mfg. Co. ........... 100 
ee ee 26 M T 
Connecticut Valley Mfg. Co. ............ 107 
Consolidated Electric Lamp Co. ......... 105 
Continental Wood Screw Co. ............ 101 McDougall-Butler Co., Inc. ............. 22 WED Ts. ccngoccccecesieeesssen 1601 
Cosme Bee CORR. onc ccccccccccccesces 107 McKinney Manufacturing Co. .......... 38 Thomson Mfg. Co., Judson L. .. ........ 105 
Manheim & Co., H. M. .............--- 101 Threadwell Tool Co., The ..... ........ 103 
Mansfield Tire & Rubber Co. .......... 32 ee ee a eG 6 6 5 owes 66 006888 105 
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. I 97 
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NE re 102 
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Robertson “Horse Shoe Magnet | aay 
t magnet which holds 


Permanent 
_ tack in position for driv- 
ing. Awarded the Silver Medal 
—— offered By the _ Pacine Exposition. 
Se fit. Write for price ls 


hens ané design trade marke . U. 8. Pat. Of. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











DEALERS WANTED EVERYWHERE Iron Fence, Gates 


wn Vases 
Settees 
General Iron 
and Wire Work 
CHAIN-LINK 
WIRE FENCE 
: Ask for Catalog 
THE STEWART IRON WORKS CO., Inc., 225 Stewart Bleck, Cincinnati, 0. 




















































J. H. WILLIAMS & CO. 
**The Wrench People” STANDARD FOR 

















NONE BETTER 
SOCKET WRENCH SETS 


NINE DIFFERENT SETS 

















New York BUFFALO Chicago HALF A CENTURY 
Plain or enameled in 


STRATTON ™** * 3 
HANDLES 


Fer Small Tools, Utensils, Electrical Goods. Etc. 
Enameling, both baked and air dried 


STRATTON MFG. CO. Seeieeen. Maine 





Waste — Mops — Wicking 
Cleaning Cloths 
Caulking Cotton — Chemical Cotton 
Send for samples and prices 


MASSASOIT MANUFACTURI 
nico Fall River, Mass. NG So's. 


New York Office ~ . - 
Chicage Office - ~ - 





350 Broadway 
189 West Madison St. 














=~ Bits of All Kinds 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 








fT 3 
I Make the best Hammer” 
D. Maydole, 1843 
The popularity of Maydole H Carpent 
Machinists and Mechanics atteste the feat heb weres 


maintained the standard set by the founder of this 
business over 80 years ago. 


THE DAVID MAYDOLE HAMMER CO. 




















WEL! 
BALANCEO 


“The Toots in Lhe Praia Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS —- GLASS CUTTERS 








Norwich New York 
Makers of Every 
Kind of Screw, 


se Nut and_ Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohio 








THE FOWLER & UNION 
HORSE NAIL Co. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant ef 
1000 MILITARY RD., BUFFALO, N. Y. 











NTT 


Ask your jobber or his salesmen about new 
deal—lower prices— 


E-Z CORN POPPERS 


“The Popper that put the Pop in Pop Corn.” 


oO. S. KEENE MACHINE CO. 
1118 Michigan Ave., S., Chicago, Ill. 








Blair Mfg. Co eer 








Sule ffalo 


~A BETTER WIRE CLOTH" 

Catalog No. 8 AB Mailed Gratis 
BUFFALO WIRE WORKS. CO., INC. 

(FORMERLY SCHPELER’S SONS) ; ; 

518 TERRACE BUFFALO, N. Y. 











58 YEARS AGO 


Priest’s Clippers were 
introduced. Today 


PRIEST’S CLIPPERS 


need no introduction. 
They sell on their cutting 
quality. 


American Shearer Mfg. Company 











Nashua, N. H. 








BROWN & SHARPE [TOOLS 


| or Nearly cee Years Givaas Has Been No 


Substitute for Brown & Sharpe Quality 
_ 
Seaid for Small Tool Catalog No. 29 
BROWN & SHARPE MFG. CO. 
a" PROVIDENCE, R. f. oe ah 
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HE home builder will buy this shingle—will 
keep on buying it—because it answers every 


requirement he makes of a shingle. 


“The Shingle that Never Curls” is permanent. It 
means a roof that will last a lifetime. It protects; 
this means a comfortable home. It is artistic; this 
means an attractive home. It is harmonious, with 
three splendid natural slate colorings; this means 
that it is suitable for any design or type of home. 


The Carey Asfaltslate Shingle—the Shingle that 
Never Curls—will put new life into your building 
supply business. Send the coupon for sample and 
complete information. 


The Philip Carey Company 


521-541 Wayne Avenue Lockland, Cincinnati, Ohio 






ASFALTSLATE 


SHINGLES 


THE SHINGLE THAT NEVER CURLS - 





This Shingle sells better 
because it gives more: 
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We built our home to live 
in, and we want it to last 
for our lifetime. To get a 
roof that would be perma- 
nent we selected logically 
“the Shingle that Never 
Curls.” Happily, it afforded 
all the other qualities we 
wished. It is especially at- 
tractive with its natural 
slate surface and deep rich 
coloring. 


Util Molly 


/ 











Carpenters recognize 
at once the superior- 
ity of this 50% 
larger shingle—that 
gives a 5 inch ex- 
posure and makes a 
3 thickness roof. 








~ Sees 





THE PHILIP CAREY COMPANY, 
510-530 Wayne Ave., kland, 
Cincinnati, O. 
' Gentlemen: Please send copy of 
oe You Build” booklet al sam- 
ple to 
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One of the Favorites” 
No. 6 A 


The Sterling line in. 
Cludes a wheelbarrow 
for every purpose 
Write now for our 
handsome catalog, 
and special price to 
ealers- 


The greatest demand for Sterling 

Wheelbarrows is in the Con 

tracting, Foundry and Mining 

Industries, where wheelbarrows PRASAD GN Ce 2 

are subject to the roughest pos thers Have 8 

Regardless of service—there 

is no reason why a high qual- 

ity wheelbarrow should not be 

furnished wherever a wheel- 

barrow can be used 

For engine rooms or indus- eee 

trial plants, for greenhouses ——- #862 

rd on = home gar ——— 
n and lawn there ts. a Ster- STERLING L 

ling Wheelbarrow designed Are Equipped With Shoes 

for the purpose andifitisa 

“Sterling it will wheel 

easier and last longer— 








a terl IHG (Wheel bar mere, Oy Miho Geren 


Boston : New York, Ch 1Cago, Chhaate na, Detroit St lou is 





: 
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FRONT VIEW 


As the customers see it 


Req. U.S. Pat Off. 
No. 995758 which will 
be strictly « nforced 


Ornamental 


In good taste on any 
counter. 


Catches the eye 


Its attractive design— 
refined color scheme 
and high enamel fin- 
ish stop the passerby. 


Sells 


It tells the story of 
Domes of Silence and 
makes the sale. 


Prevents 
Pilferage 
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Both Jobbers 
and Retailers 
ordering them 


like Hot Cakes 





BACK VIEW 


Showing arrangement of merchandise 


The New 


Metal Display Cabinet 


Takes Domes of Silence out from behind the 
counter and places them before customers in a 
convincing fashion. This speeds up sales on an 
item that has every home in town for its market 
and repeat business as long as these homes Iast. 

Replaces the old familiar cardboard display that was so 


easily soiled, torn and dog-eared, making it unfit for position 
on. counter. 


Keeps sizes in orderly arrangement. Displays full face of 
packages and prevents their being stolen. 


: Substantial : Shipped loaded.# 
The Cabinet yesenials, Shipped priei is 200 pousd | 
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A Sales Sensation 













of 26 gauge sheet metal—beautifully 
lithographed in five colors with a 
hard baked permanent finish. 
: : With a 
Compact in size {i?? 
less than 11 inches long and only 
5 inches wide it requires very little 
counter space. - 
: ontains One gross 
Cap acity sets assorted sizes 
made up of 1 dozen each of 3%” and 
1144” sizes and 2 % dozen each of the 
fast selling sizes, 4", °4", 34” and %”. 


test shipping case to prevent denting 
or damage. 

. Costs $10.00—Sells for 
Price $15.00—50% Profit on 
Cost—33 !4% Profit on Sales. 


Refills Packed ! g gross sets of 

straight sizes or assort- 
ment of 1 dozen each of 14”, 5%”. 
34’’, and 7%” sizes. 


Order both cabinet and refills 


from your nearest jobber 


DOMES of SILENCE Division P-2126 


Henry W. Peabody & Co. 
—_— EXO -). 
gti wet 4 ~ {7 La 


17 State Sereet. New York Cay 
a ee 


hy / Ac NN 
i AOS wv d 
\(S 
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She Serfect Furniture Footwear 













Getter than Casters’ 











rm 























